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The XDJ-AERD is the industry's first Wi-Fi DJ system that can wirelessly obtain music tracks from smart devices such as smart¬ 
phones, tablets and computers. The XDJ-AERQ enables users to mix and arrange their favorite music tracks stored on their smart de¬ 
vices via Wi-Fi Direct with the use of the rekordbax™ app. The rekordbox™ app is available at the App Store ;;M and Google Play™ Store 
[at no cost], DJs can also play music tracks on USB memory devices and computers via included rekordbox™ DJ Music Management 
software. The advanced technology featured in our XDJ-AERQ allows anyone [or any thing] to Mix Long & Prosper, 


XDJ-AERQ WIRELESS DJ SYSTEM 


ft- Industry's first DJ system using smartphones and tablets via Wi-Fi Direct 

ji- USB port located on top of the unit enables users to quickly correct 
an external storage device for easy access to music files 

I- Can be used as an independent 2-channel mixer 

ji- Wide range of onboard effects including jog drum, 

Sample Launch, and more 

i ! ' Two automatic mixing functions 

ji Record your mix directly to a USB storage device 

L Slim and stylish design ^Bk 

ji‘ Available in Sleek Black and Pearl White 
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They are tough, road ready 
and can actually sound 
better the louder they are 
pushed. Thats crazy! 

Steve Hanke, Musicbox Entertainment 


If l were ever to leave my 
QSC speakers that would 
be harder than breaking 


up with a 

Rob Durkin, DJ Red IV 





Customer Service took a 
personal interest in me. 
You can tell that they 
appreciate their customers. 

Bobbi Pasdhall, Sing It! Karaoke 


Without my K]2's •— 
I wouldn't be in business. 

AJ Almanzor, DJ AJ Entertainment 



Why do more mobile 
entertainers choose 
QSC over any other 
professional brand? 

Ask them 


Clarity, no distortion 
and the sound output 
is ridiculous! 

Marquis Gabriel, DJ Mello 



It took a week to wipe 
the smile off my face. 

John (Jack) Mills, Jack's DJ and Karaoke 


I have gotten more jobs because 
of how good the sound is. 

Michael Dully, Burning Down the House Entertainment 



qsc.com 


S 2013 QSC Audio Products, LLC. All rights reserved. QSC and the QSC logo are registered trademarks of QSC Audio Products, LLC in the U,S. 
Patent and Trademark Office and other countries. K Series and The House- ot K logo is a trademark of QSC Audio Products, LLC 
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I t's all about the music, isnt it? Although music 
is covered in some way in every Mobile Beat, 
we take a whole issue every year to focus 
primarily on this foundation of what DJs do. 

And while many things have been added to the rich 
entertainment packages that most mobile DJs offer— 
lighting, video, peripheral services from photobooths to 
facepainting—it's good to remind ourselves that music 
will always be there as the basis for everything "DJ." 

In "Making the Cut" Stu Chisholm talks about 
the latest in mixing styles and also the apparently 
timeless musical elements of the parties DJs facilitate, 

Mike Ficher muses on what keeps many songs solidly 
planted in the public consciousness even from generation to gen¬ 
eration, in his column, "Magical Music." 

The centerpiece of our yearly music issue is the Mobile Beat 
Top 200, provided by DJ Intelligence (www.djintelligence.com). 
It is pretty amazing to compare the earliest Top 200s, which were 
compiled from playlists sent in (mailed or faxed!) by DJs and our 
current, uber-accurate list based on the millions of choices made by 
clients using the DJ Intelligence song list tools on thousands of DJs' 
websites. Seeing so many of the same party hits confirmed in their 
popularity after decades of dance floor service, it seems clear that 
this classic music is the "raw material" that talented DJs use to "build" 
a solid party experience. 

(By the way, if you're interested in actually looking at those early 


lists, check out the killer deal we're running right now 
on our Mobile Beat's Greatest Hits DVD archive, which 
contains searchable PDFs of every issue from the 
magazine's first two decades. Regularly $20 for each 
disc (The First 10Years andThe Second 10 Years), we're 
letting them go as a two-for-one package deal—$20 
for BOTH together. Sorry for the sales pitch, but I did 
edit quite a few of those mags...) 

Other music-related pieces in this issue include 
Mike "Dr. Frankenstand" Ryan's question, "What's 
in Your Library?" wherein he shares his method for 
staying on top of the latest music; Arnoldo Offermann 
provides practical guidance on how to deal with the 
large chunk of said current music that is problematic 
for youth events ("An Ounce of Perception"); DJ Coach Paul Kida shows 
how you can help attendees set out on the "Sentimental Journey" of 
the wedding reception as soon as they walk into the banquet hall; 
and tech expert Rich McCoy recounts the changes in the media and 
playback methods DJs have used over the years, noting the Top 200 
list as a thread connecting each generation of technology. 

Along with all the music stuff there’s also plenty of other 
useful info on technology, business and new products, along 
with interviews and inspiration. It's all here to help you become 
the best entertainer you can be. So "Don't Stop Believin'" just 
how important your position as master of the party's music is at 
every event you perform for, 

- Dan Walsh, Editor-in-Chief 
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BOSE® B2 BASS MODULE & LI® MODEL IS SYSTEM 

Presenting the two latest additions to the Bose U family. Our high-performance 
B2 bass module delivers more bass than you've ever heard before from an LI, 
and our LI Model IS offers the portability and flexibility of the LI family— with 
a new level of performance. With the proprietary Bose 12-speaker articulated line 
array, the LI Model IS provides 180 degrees of clear, even, room-filling sound. 
And with no speaker stands and fewer connections, you'll spend less time 
setting up and more time giving your customers a party they wont forget. 


To learn more about Bose LI systems. 


visit Bose.com/djl 
□real) 800-905-1979 









STAY PLUGGED IN TO THE LATEST DJ NEWS AT WWW.MOBILEBEAT.COM 



I DJ Now Helps Newtown 
Heal After Tragedy 

D J gear retailer I DJ Now has stepped up and led the DJ industry into 
helping the city of Newtown, Connecticut get past the tragedy that 
happened last December 14th, 2012. We all remember how Adam Lanza 
fatally shot twenty students and six adult staff members at Sandy Hook 
Elementary School. A community organization, Healing Newtown, was 
set up as part of the healing process; more information can be found at 
www.healingnewtown.org. 

Robert Marsh, President of I DJ Now, says, "I became involved once 
they contacted me to see if we would be interested in donating any 
sound and lighting equipment for their facility. Of course I was humbled 
by being able to have the equipment we sell possibly offer some sort 
of healing for those families and their community. Over the passed few 
months I became involved further as a resource for the organization and 
I've bridged other companies I deal with to align with some of the basic 
needs they have. 

Marsh continues, ”ln addition, I reached out to Joe Lamond 
(President of NAMM) who in turn put us on a path to have some sort 
of assistance from NAMM going forward. So along my travels of being 
involved I've uncovered some wonderful people as well as some 
generous companies such as Global Truss, Chauvet Lighting, Mackie, 
ADJ, Shure, Odyssey, ProCo Cable, Apollo Gobo and others, in and out 
of our industry. Finally, Healing Newtown was recently contacted by 
Harman who in turn asked to take over the sound aspect of this project 
with JBL, Crown, and A KG." All this gear is being put together to provide 



sound and lighting support for a social center that NCAC (Newtown 
Cultural Arts Commission), its Healing Newtown group, and the 
Governor or the State of Connecticut are working to set up, 

In addition to what I DJ Now is doing to fill the facility's gear needs, 
they are also doing fund raising that the average DJ can get involved in, I DJ 
Now is giving a free T-shirt to anyone who donates $25 or more to Healing 
Newtown, through their website (www.tdjnow.com), at I DJ Now stores in 
the NYC and Long Island area, or a via check mailed to I DJ Now, made out 
to the Healing Newtown, They will even ship the shirt to you at no cost. 

Healing Newtown is still in need of plenty of everyday items, 
as well. DJs interested in helping out can contact them directly at 
HealingNewtown.org. 

I DJ Now (www.idjnow.com) stores are located at: 


I DJ NOW - Long Island 
1015 Sunrise Hwy 
N. Babylon, NY 11704 
800-355-7746 


I DJ NOW - Queens 
181-24 Horace Harding Expwy 
Fresh Meadows, NY 11365 
718-762-0100 


'i iV^x-nui ■ V,:™*.- -jCT 


CHRuVET 


DJ UNIVERSITY 

What’s New on DJU... 
www. mobl lebeat. com/dj-unlversity 


Video: The Rundown on Using 
Dry Ice at Mobile Gigs 

By Nick Airness, product specialist 
for CHAUVET® DJ 


Applause Junkie 

By Geoff Short 


Create Your Own Gobo 
in 4 Easy Steps 

By Nick Airriess, product specialist 
for CHAUVET® DJ 
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LIGHT COLUMNS 


PATENT PENDING 


Odyssey’s Scrim Werks" Light Columns create 
dramatic lighting effects using portable aluminum 
frames and scrim sleeves, ranging in height from 
1ft to 10ft tall, Odyssey’s patent-pending columns 
are sturdy, lightweight and cost-effective alternative 
solutions to traditional square truss setups. Designed 
with portability in mind, Ihe columns easily setup 
within minutes and ship in a flat and compact footprint, 

Each column design consists of 4 individual aluminum 
tubes, top and bottom plates, and a corresponding 
scrim sleeve 

Features: 

* Fully Collapsible for Convenient Compact Storage and Transport 

• Center Bolt Hole on Plates to Secure Lighting Fixtures or Other Gear 

• Scalable Sizing with the Ability to Attach on Top of One Another 

* Ships Flat for a Highly Portable Solution 

* Easy Set Up and Tear Down Design 

• Adjustable to various different possitions 

* Includes White Column Scrim 

* Durable Stretch Material 

• Flame Retardant Treated 

• Machine Washable 


Odyssey Innovative Designs is also known as ODY-USA , Qqdyusa /Odyssey is an industry-leading designer and 
manufacturer of professional mobile accessory solutions for the DJ, musical instruments, and pro audiomarkets. 
Founded in 1995, Odyssey has brought to market hundreds of unique products and continues to lead the industry 
with innovative patented products. With numerous technology and design awards, Odyssey has established a worldwide 
reputation for innovation, quality and design. The Odyssey group of companies includes Show Solutions and BC Cases. 


809 West Santa Anita Street San Gabriel, CA 91776 


Tel: 626,588,2528 * Fax: 626,588.2525 • www.odysseygear.com 


f ODYSSEY 

INNOVATIVE DESIGNS 
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fake It Easy.. 
Anywhere 




C HAUVET® DJ has introduced 
the simple-to-use, lightweight, 
battery-powered EZ™ Series to 
its collection of wireless uplight- 
ing. Including the EZrail™ RGBA 
and EZpar™ 64 RGBA, these lights 
eliminate the hassle of running 
cables, speed up the set-up process 
and can be controlled wirelessly 
using an included IRC remote. 



EZrail™ RGBA and EZpar™ 64 RGBA both emit stunning 
pastels and rich saturated colors, providing user with a full 
palette for lighting any event. Perfect for area washes and 
uplighting, EZrail™ RGBA includes 160 RGBA LEDs and is con¬ 
trollable in up to four sections for enhanced effects, Fitted with 
180 RGBA LEDs, EZpar™ 64 RGBA is a powerful, ultra-slim wash 
light designed to fit in places other fixtures cannot. It is available 
with a black or white casing to easily blend into any environ¬ 
ment such as wedding venues, band setups and any other type 
of mobile application. Both fixtures are extremely mobile, the 
EZrail™ RGBA weighing 5.6 pounds and EZpar™ 64 RGBA 4 pounds, 
making transporting multiple units easy. 



that runs for up to 20 continuous 
hours. By eliminating the need to 
run messy cables, the EZ™ series 
allows for quick and easy setup and 
teardown, while providing a safe 
environment for event guests and 
staff without tripping hazards. 

For convenient control, the 
EZ™ series units feature built-in, 
easy-to-read LED displays, to create 

precise colors and 
access automated 
programs without 
using the wireless 
remote or DMX control¬ 
ler. For a second form 
of non-DMX wireless 
control, IRC remotes are 
included for easy point- 
and-shoot operation, 
Pairing the EZ™ series 
with a DMX controller, 
users can access 4 or 
8-channel DMX modes 
to create customized 
looks. For for wireless 
DMX communications, pair the EZ™ series with a D-Fi™ receiver. 


Each wash light includes a rechargeable lithium-ion battery 


www.chauvetdj.com 


IDMA Chooses Pioneer 
for 6th Straight Year 

pioneer DJ made a strong showing 
\ at this year's 2013 Winter Music 
Conference (WMC) International Dance 
Music Awards held on March 21st, 
winning four awards: the prestigious 
Best Manufacturer of the Year award for 
2012, the Best New Product award for its 
RMX-1000 Remix Station, Best DJ Mixer/ 
Controller (for the DJM-2000nexus) and 
Best CD Player (for the CDJ-2000). The 
awards highlight Pioneer's ongoing 
technological contributions to the DJ 
industry. 

"These awards honor our team of 
product planners and engineers who 
continuously turn out technologically 
advanced DJ products every year," said 
David Arevalo, senior marketing manager, 
Professional Sound and Visual Division 
for Pioneer Electronics (USA) Inc. "We're 
extremely proud to see that Pioneer gear 
is highly used by DJs of every skill level, 
and the IDMA honors we receive each 
year are the ultimate stamp of approval 
by enthusiasts, personalities, and the 
industry." 


Marking the Cutting-Edge: 
Numark's Mixtrack Edge 

F rom the beginning, Numark's 
Mixtrack Series has given DJs the 
perfect mix of essential utility and pro¬ 
fessional capability. Mixtrack Edge 
brings the same spirit, offering advanced 


technology in a sharp design built for 
DJs on the go. Numark unveiled Mixtrack 
Edge back in April at Musikmesse 2013. 

Mixtrack Edge's slim, low-profile 
design features an integrated cover to 
protect the control surface and a full 
array of bright backlit controls surround¬ 


ed by brushed aluminum, including sync, 
hot cue, loop, and two effects controls on 
each channel. An audio interface is built 
in for headphone cueing and PA system 
output, Slim metal platters control pitch 
bend, pitch fade, song selection, and cue 
mix. 

"This is a controller for every DJ," 
said Chris Roman, Numark Product 

Manager. "Mixtrack Edge 
incorporates capabilities 
and design elements that 
make it a perfect go to 
controller for cocktail 
hours, minimalist setups, 
or to keep with you all the 
time to work on or use for 
pre-gig prep." 

Mixtrack Edge is 
class-compliant with 
both Mac® and PC and 
operates via standard 
MIDI, making it compat¬ 
ible with virtually any DJ software. It's 
also USB-powered, so no power adapter 
is required. 


www.numark.com 
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EI ect ro-Vo i ce 




ZLX is available in 12 "and 15"versions. 
Passive models also available. 


New ZLX portable powered loudspeakers stard apart with the most 
complete, innovative, and user-friendly package of features in their 
class, giving you more control over your sound to ensure your 
audience connects with your creative moment, whatever your gig. 



PRECISION - DSP with LCD and application/location presets 

POWER - Custom-built 10C0 W Class-D amplifier | 

Z*- 

f 

PERFORMANGE - EV-enpeereri components for superior sound § 

I 

PO RTABILITY - Unique hi/lo grip handles and lightweight construction t 

o 

QQ 

PRESENCE - Stunning enclosure design 1 
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Building Beauty with Columns 

/’'Vdyssey Innovative Designs is now shipping its Scrim 
V^/Werks™ Light Columns, which debuted in January 2013 
at the Winter NAMM Show. These patent-pending columns help 
users create dramatic lighting effects using portable aluminum 
frames and scrim sleeves, ranging in height from T to 10' tall. 
They offer a sturdy, lightweight and cost-effective alternative 



to traditional square truss setups. Designed with portability in 
mind, the columns easily setup within minutes and ship in a flat 
and compact footprint. Each column design consists of 4 individ¬ 
ual aluminum tubes, top and bottom plates, and a correspond¬ 
ing scrim sleeve, made of a durable, machine-washable, flame 
retardant, stretch fabric. 


www.odysseygear.com 



Micro-Manage Your 
Mobile Lighting 

H elping DJs "micro" manage their light 
productions, especially for intimate 
settings, ADJ has debuted the Micro LED 
Series, a collection of three colorful high- 
energy LED-powered moonflower-type 
effects that weigh just 2 pounds each and 
are less than a foot in length: the Micro 
Phase, Micro Burst and Micro Moon. 

Pint-sized yet powerful, the Micro 
LED Series effects are ideal for DJs and 
mobile entertainers who need a smaller 
rig that's lightweight and portable, yet still 
want to create the electrifying impression 
of a multi-effects light show. The fixtures' 
ultra-compact size also makes them great 
for less-spacious establishments such as 
neighborhood clubs, karaoke bars, pool 
halls and bowling centers. And because 
the Micro Phase, Micro Burst and Micro 
Moon can be operated simply as plug- 
n-play units, they allow home users and 
other non-entertainment pros to join one 
of today's hottest trends by spicing up 
their parties, school dances and special 
events with colorful LED lighting effects. 


Micro Phase is a scaled-down version 
of ADJ's popular Tri Phase. This eye-pop- 
ping 65° beam angle moonflower effect 
fills a room with 108 razor-sharp multi¬ 
colored dichroic beams. It's powered by a 
20,000-hour rated 3-watt B-in-1 RGB LED. 
Compact and energy- 
efficient, it measures 
8.5"L x 6,5"W x 5.5"H 
and consumes just 9.6 
watts of electricity at 
full usage. 

A real party-start¬ 
er, Micro Burst projects 
what looks like 
hundreds of pieces of 
multi-colored confetti 
around the room. It 
uses a 20,000-hour 
3-watt bright white 
LED as its source, with 
a maximum energy 
consumption of 10W. 

It measures a mere 11.5”L x 6.5"W x 5'5"H. 

The littlest moonflower of all, the 
Micro Moon comes in a miniscule 7.75' L 
x 6.5"W x 5.5"H case, and shoots out 28 
bright multi-colored dichroic beams, 
while consuming a maximum of 10W. 

Extremely easy to operate, all Micro 


LED Series models feature sound-active 
operation, static mode, and clockwise 
or counterclockwise rotation. Thanks to 
their LED lamp source, the Micro Phase, 
Micro Burst and Micro Moon are cool¬ 
running effects so they offer the added 


convenience of being able to run all night 
without shutting down for duty cycles. 
Each model includes a hanging bracket 
and multi-voltage operation (100-240V, 
50/60Hz). 


www.americandj.com 
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Introducing the Cerwin-Vega! P-Series! 

The powerful, portable speaker system that combines 
rugged construction, extreme clarity and unmatched bass 
performance in an easy-to-use package. 

Meet the P1800SX subwoofer 

and experience legendary Cerwin Vega! Bass. 

■ 2000 watts of built-in Class 0 amplification 

■ 18 inch woofer for a level of deep low end response 
you need to hear 

■ Frequency shaping controls, high-pass filter 

■ Vega Bass boost 

Use it with the Cerwin-Vega! PI 500X (see beLow] or your 
current rig and finalLy get that deep, deep bass you are 
currently missing. 


Meet the P1500X, a two-way, bi-amped, full range bass reflex 
speaker with the most power in its class. 

■ 1500 watts of built-in CLass D amplification 

■ Lightweight, portable polymer cabinet 

■ Proprietary bemi conical horn for even venue coverage 

■ f requency shaping controls, high-pass filter 

■ Vega Bass boost 

■ Built-in mixer with multiple I/O connections for easy set-up 

■ Adjustable pole mount and threaded hang points support 
permanent and portable use 

■ Use it alone, in pairs, as a floor monitor or with the P18D0X5 
For more information go towww.cerwinvega.com. 

^CERWIN-VEGA! 

The LOUD Speaker Company' 

www.cerwinvega.com ©2013 Cerwin-Vega! AM rights resented 









Innovation Vs. Imitation 

HAS INNOVATION LOST THE BATTLE? 

By Stu Chisholm 


I n those dark, dark days before Mobile Beat, 
and even before the Internet, a great many 
Americans launched careers as mobile DJs. 
Innovation was a daily occurrence, since we 
were basically making it up as we went along. 

My first (and oldest) road cases were made to spec from a 
drawing I sent in, since no case company made a configuration 
suitable for DJ work. More importantly, while some of us may 
have borrowed from bands, the content of our shows was up to 
us! A DJ who paid attention and crafted routines according to 
tradition and what was in-demand usually was more success¬ 
ful. We did our own thing, becoming distinct and vital. Yes, DJs 
swapped stories and tips, but few outright imitated the others. 
As one colleague once put it,"If I imitate [a popular DJ], then I'm 
playing 'follow the leader,' while he moves forward. That means 
I'm always behind and will never be the leader myself." That 
sentence always stuck with me, 

I was reminded of that recently when reading messages on 
one of the online DJ forums. Since my start, there has been an 
entire generation that has had the benefit of experience and 
advice of hundreds of DJs handed to them through the many 


books, websites and more than a couple of decades of Mobile 
Beat. While this has arguably made what we offer a better 
"product" to clients, it can also be said that what we offer has 
become more homogenous, The charge that "all DJs are the 
same" is truer now than ever before! And while innovation is 
still around, it has both been stunted and even made into an 
industry itself. 

INDUSTRIAL DISEASE? 

The first time I took note of this, it was extremely subtle. DJ 
expos and seminars first began to appear and some extremely 
innovative DJs began to market their ideas. I noticed one in par¬ 
ticular because it was something I routinely did myself; taking 
notes at gigs of everything both large and small, from which 
mics needed batteries to a tweak to a routine that might have 
made it work just a little bit better. This idea was fleshed-out in 
a presentation, and later a DVD, by the now highly acclaimed 
Randy Bartlett under the title, The 1% Solution. I thought it was 
utterly brilliant! (And still do.) 

Over the years, a great many other DJs have created incred¬ 
ible innovations that have become seminars, books and DVDs. 
Almost gone among the average DJ is the brute, uncelebrated 
innovation that every DJ had to do in bygone days. Every new 

idea gets tagged with a "TM" and books, 
videos and seminars are built up around 
them. This divides DJs into two classes; 
innovators and emulators. 

This isn't necessarily bad! After all, 
this is exactly what trade schools do; 
students take classes from those with 
greater knowledge and/or who have 
created some radical new innovation (or 
even an entire field) and, once graduated, 
go off into the world to emulate them. 
The biggest difference, however, is that 
university-level students are required 
to contribute to their field of endeavor 
before leaving school. In short, innovation 
(or discovery) is mandatory. 

WHAT’S WRONG WITH THIS 
PICTURE? 



Another brilliant innovator that I first saw 
at a Mobile Beat show in Chicago is Todd 
Mitchem. When he was announced to 
the crowd and came out onto the stage, 
several people nearby said, "Who does 
this guy think he is?" Within afew minutes 
those same people were dancing, singing 
and swaying arm-in-arm having the time 
of their lives! The seminar-inside-of-a- 
performance was a classic demonstration 
of basic audience interaction and nearly 
everyone present was instantly sold! I 
know I was. I still count this as one of my 


14 


MOBILE BEAT ° MAY 2013 








Or if you’re years into it, 

but still want to learn something new... 


Then this class is perfect for you. 




\ 1 jr fw V 1/ jr > II 


J[ 


t _1 




i 






LightShop 


You WILL gain Jedi-like skills in these popular 


Up lighting 
Dance floor lighting 
Pin spotting 
Monogram projection 


Tent lighting 
Draping 
Useful A/V tips 




HTl 


• 1 


it’s over, you can head 
the AC DJ conference. 


Sign up NOW 
and get a free 
copy of Jason’s . 
Lighting DVD 


$ t|| 

•v ) { 

i i j; 




Baitor Pati I 




Presented by; 


Synergetic 


consulting 


Date: 

Location: 

Investment: 


August 11th and 12th, 2013 
Philadelphia, PA at 

Synergetic Sound ♦ Lighting Headquarters 
2 day class $599,1 day class $349 


Business Coaching for 
Event Professionals 


scincorporated.com/lightshop 

215.696.7573 



□ UHD i LIDHTIKJD i VIDI'J 


ECEEEim 


■I 117f I I 


Mobile Beat 


MIBILIV 


t W MD QILIIR AT C □ 


MOBILE BEAT LAS VEGAS DJ SHOW 

FEB )-4, N - RiViM 1 HOTEL 


Essentials Version Course 
held on Monday of MBLVfS 
for $349. 
























































landmark experiences that literally changed the face of my 
shows. 

So why wasn't this concept more successful? After a huge 
promotional push and a lot of books and tapes (later DVDs) 
being sold, it's very seldom I see any conversations on forums 
about creating interactive routines. Sure, there's lots of discus¬ 
sion about various workshops and other well-known, well-pro¬ 
moted concepts (video montages, the "Love Story," etc.), but the 
blood-pumping excitement of Mitchem's audience interaction 
concept is barely mentioned anymore. In fact, Mitchem retired 
the concept for a while, only recently returning, due mostly by 
popular demand from his smalt-but-loyal fan base. (Count me 



among them!) Why? One word: innovation. When it comes to 
interactivity, innovation is required. To innovate, one must have 
original thoughts and at least a minimum level of creativity. It's 
not easy. Nobody is going to hand it to you, or even sell it to 
you. Could this be why so many entertainers are wowed by the 
result when they see it, yet shrink from embracing the concept 
for their own shows? 

WHO’S TO BLAME? 

It's easy to pick on people, and this isn't my goal. The great inno¬ 
vators of our industry are also exceptional self-promoters, and 
have improved what we do to the point where today's DJs are a 
world apart from those of even 20 years ago. You cannot assign 
blame for them capitalizing on the general lack of innovation 
by turning their own concepts into a cottage industry. In fact, 
I find myself reading the forums and realizing that I am also a 
part of this dilemma! When I wrote "The Complete Disc Jockey,'' 
the economic recession was making life difficult for mobile 
DJs. They needed a lifeline. So I tossed them one in the form of 
various things they could do to maintain their bottom line in the 
face of a shrinking customer base. I advised them to add things 



Sfu Chisholm, a mobile DJ in the Detroit area since 
1979, has also been a nightclub DJ, done some 
radio, some commercial voice-over work and has 
even worked a roller skating rink! 5tu attended the 
famous Specs Howard School of Broadcasting and 
has been a music collector since the age of seven . 
St us guide to the profession. The Complete DJ, is 
available from ProDJ Publishing. 


like video, uplighting and photo booths so that they could 
maintain profit margins despite less bookings. In areas where 
the recession subsided, DJs didn't abandon these upsetls, but 
now enjoy the even greater income because they've followed 
this advice. I've been both gratified and irked by this; happy that 
so many DJs survived and thrived despite the poor economy, 
yet disturbed that what were once unusual extras are now part 
of the expected standard compliment of DJ services. 

SNOWBALLING 

If nothing else, DJs are observant, They have to be. They not 
only read crowds, but they know which way the wind is blowin'. 
So, for the few who aren't content to follow the crowd and 
actually do innovate, they've also taken a cue from the Randy 
Bartletts of the DJ universe and have packaged their own ideas 
into slick presentations, hoping to be the next star of the DJ 
firmament. It's a near perfect realization of Ayn Rand's philos¬ 
ophy: the creators and the takers, except in this case, we cal! 
them "customers." 

So what, you may ask, is the problem? If following industry 
leaders isn't bad, what gives? If creating and selling new 
concepts isn't evil, who cares? 

The short answer is an oft-asked question: what sets you 
apart? Aside from banal posts about how you fix a problem with 
Virtual DJ, where you get yourcustom gobosfrom and whatkind 
of DMX uplights you use, that is the #1 question on DJ forums 
when it comes to content. In an industry where one group is 
following another and becoming more and more homogenous, 
we're told time and time again that the one thing you need to 
do is distinguish yourself from the crowd. It's as mind-boggling 
as a women's magazine, with exercise and diet tips side-by-side 
with waist expanding recipes! Mixed messages anyone? 

FIT AND FINISH 

In the marketplace of ideas, we DJ/consumers need to pick and 
choose what works best for us. Just as we don't go into a store 
and buy everything we see, we don't need to jump on every 
trend. Put your show FIRST. Like the famous food pyramid, your 
business model should also be pyramid shaped, with you at 
the top. The #1 thing you have to offer that nobody else can 
is yourself, and readers of TCDJ know that personality is like a 
muscle: you can build it up! Your show centers around you (even 
as you focus on your clients). A client isn't hiring your cool video 
projector, laser effect or photo booth - everybody's got those. 
They're hiring YOU. 

Next, bring in those things that support your show. If you're 
not a gifted singer, then maybe take a pass on offering karaoke. 
Conversely, if you ARE a gifted singer, then maybe karaoke 
would make a great centerpiece to your performance! Decide 
on that basis, rather than what the DJ company down the road 
is doing. Or the guys on the forums. Remember: you're not out 
to be everything to everyone. 

If you're working before a live audience (as opposed to the 
radio guys), then you are already an"interactive DJ" whether you 
know it or not. You will make your announcements, direct activi¬ 
ties and invite people to dance at the very minimum. So why in 
the world wouldn't you build on that? Combine your personal¬ 
ity with audience interaction and you've already got something 
unique! Check into Todd Mitchem's Let's Get Interactive!, and 
innovate! And, of course, keep checking in here for upcoming 
information on feeding your inner creative monster. Until next 
time, safe spinnin'! MB 
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11 Kl 0T IN MY MARKETr How 

I many times have you heard 
this? I hear It all the time. Here are 
some of the most common negative 
comments entertainers use all over 
the country=in EVERY MARKET... 

'There are too many DJs!" 

'There are too many low-ballers!" 

"There are too many hobbyists!" 

"The economy is bad!" 

"Corporates don't have events 
anymore!" 

"Schools don't have the budget!" 

"I can't"I won't "I don't__;' (fill 
in the blanks). 

Does this sound familiar? Have you 
heard these things from your competi¬ 
tors? Have you heard these things from 
the people you network with? Have you 
said these things yourself? 

Admittedly, everyone has. I have. 
Sometimes we get caught in a rut and it 
is easier to make excuses and justify why 
we aren't getting the bookings. I always 
laugh when I hear someone say, "I lost 
a booking today to someone that was 
cheaper." Guess what: You didn't lose it, 
because it was never yours. You didn't do 
enough to show your prospective client 
that booking you was the best option. The 
only option. It happens to me all the time. 
I don't book the majority of calls I take. I 


Rob Johnson has hosted 
Trivia Parties and Game 
Shows for over W years. He 
is the current spokesperson 
for DigiGames and uses their 
equipment exclusively. He 
has performed throughout 
the United States f Europe 
and the Caribbean. Rob 
is also the owner of The 
Music Man f Inc. and performs comedy stage hypnosis 
shows as The Hypno Man. He has also presented his 
“Midweek Money" seminar at multiple conferences and 
conventions including Mobile Beat , WEDJ, Wedding 
MBA , WedPro2011 ArmDJs f and various ADJA events, 
if you would iike Rob to speak at your local or 
demonstrate DigiGames gear to your group, contact him 
at 701-7 iO-) 657orrob@digigames.com. 



Not in MY Market 

DO YOU NEED AN ATTITUDE ADJUSTMENT? 

By Rob Johnson 



am fine with that. If I get in front of them 
and SHOW them what I offer, I like my 
chances. Excuses don't pay the bills. Hard 
work. Time. Effort. Quality Events. These 
things pay the bills. My time is valuable. 
I love spending it with my wife and three 
sons. Balancing your time truly can be one 
of the most difficult things you do. 

MIDWEEK MONEY can be a great 
source of added income. It can increase 
your bottom line. Sometimes it is the dif¬ 
ference between success and failure. I 
like to look at weekend work as the meat 
and potatoes and MIDWEEK MONEY as 
the gravy. What are you doing during the 
week? If you have a full-time job then this 
article MAY not be for you. Then again, 
maybe it is exactly what you are looking 
for. 

Things don't always work out the way 
you planned. I travel a lot. I get paid very 
well for my time. Unfortunately sometimes 
things go wrong that cause me to be off 
schedule. There are two basic options. Let 
it affect me negatively and ruin whatever 


I am doing or accept it 
and move on. I don't 
ALWAYS accept it and 
move on but I try very 
hard to. 

Booking shows is 
the same way. You can 
make excuses for why 
you aren't busy. You can 
complain and worry 
about what your "com¬ 
petitors" are doing, You 
can blame everything 
around you for why 
things aren't working 
for you, OR, you can 
do something about 
it and figure out what 
you can do to make it 
work. If you haven’t had 
luck booking events at 
schools, try churches. If 
you can't get corporate 
clients to book your 
entertainment services, 
try pitching them on 
team building...staff 
tra in ing...development. 
Try something different. 
The shows and events 
are out there. The MIDWEEK MONEY Is 
out there. If you haven't gotten into the 
game show business yet, maybe it's time. 
The investment is low and the return can 
be very lucrative. DigiGames has systems 
that start at under $500.1 am not going to 
go into details here. You know how to get 
a hold of me. Give me a call. 

The bottom line is this. Every market 
is different but they all have very similar 
situations. Are you willing to put forth the 
effort it takes to make your company suc¬ 
cessful by maximizing MIDWEEK MONEY? 
Maybe you have a full time job and this 
isn't possible for you. That's fine. Maybe 
MIDWEEK MONEY is exactly what you 
need to take your company to the next 
level. 

I know it's out there. I know you can 
increase your bottom line. Find what 
works for you and go after it. The money is 
there. The opportunities are there. What? 
Not in your market? Sorry. I forgot. MB 
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The 3 Essential "E's" of DJing 

A TRIO OF POWERFUL TRAITS 

By Jay Maxwell 


O ne of the great privileges that I have teaching 

in the School of Business at Charleston Southern 
University is teaching the Principles of Management 
course. This is a required course for any student 
pursuing their degree in any field of business at 
the university, whether their major or emphasis is 
Accounting, Marketing, Finance, Entrepreneurship, 
Non-Profit, or Management, This course covers many 
different facets of managing including a section on 
leadership and trust. It is my favorite chapter in the 
textbook to teach and also gives me the opportunity 
to expose my students to examples of effective 
leadership that they should strive to emulate. 

Several examples are given in the textbook of great leaders 
and we also use references from the Bible to gain further 
knowledge. However, I believe the best way to learn about great 
leadership is to introduce my students to someone who is a 
great leader and has led an organization with integrity, honesty 
and vision. That is why I 
have repeatedly asked the 
president of Charleston 
Southern University, Dr. Jairy 
Hunter, to hold a seminar with 
my students during our study 
of leadership and trust. He has 
gladly accepted the invitation, 
and shares with my students 
his 28 years of leadership 
experience. 

Each time Dr. Hunter 
presents his ideas on leader¬ 
ship, it is apparent that he 
spends an incredible amount 
of time preparing for the talk, 
since each semester he has a 
different approach with new 
slides on his PowerPoint pre¬ 
sentation. Not only do the 
students take away a lifetime 
of the president's "non-text¬ 
book” lessons while seated 
around his boardroom table, 
but I'm always taken to a new 
level of knowledge as well, with the wisdom that he shares. In 
the most recent experience, one of his keys to leadership success 
was an emphasis on three words each beginning with the letter 
"E." He stressed the following alliteration as a memory aid for the 
students: energy, enthusiasm, and empathy. As he was explaining 
that all three are essential for leadership, it occurred to me that 
these traits are also required for successful mobile disc jockeys. 


ENERGY 

Dr. Hunter is not the type of individual who simply stands behind 
a podium to deliver a dry, "canned” speech. He is dynamic and 
engages his audience. For example, when he first introduced the 
energy trait, he pretended to have just started a meeting with 
a group and slumped down in a chair and spoke in a boring, 
monotone voice to show a lack of energy. He followed that with a 
rhetorical question to the students of,"Who would want to follow 
a leader like that?!" Before he had a chance to continue with the 
enthusiasm portion of the alliteration, my thoughts turned to the 
leadership role that every mobile DJ has at every event. It's one 
of the primary reasons that we have not been truly replaced by 
iPods. A device has no ability to create energy at an event or lead 
anyone to the dance floor. It is simply a tool. 

ENTHUSIASM 

When I heard the explanation for the second "E" it became 
apparent just how similar the keys to leading an organization and 
for being a professional DJ are to each other. If we think"passion" 
when we hear the word enthusiasm, we get a good idea of why 
this is essential for both great leaders and effective DJs leading 
the crowd into having a fantastic time. On several occasions, I 

have heard members of my 
team of DJs say, "I love this 
job." This is enthusiasm that 
goes well beyond looking at 
DJing as simply a job to be 
done. Without passion, leader¬ 
ship suffers; the ability to get 
a crowd on the dance floor 
is also impaired without an 
enthusiastic leader. 

EMPATHY 

The final concept of empathy 
rang true for a mobile DJ as 
well. By definition, empathy is 
the ability to share and under¬ 
stand the feelings of another 
person. In short, empathy is 
described as being able to 
"walk in another's shoes" to 
see and feel his point of view. 
When a new DJ first joins my 
team, one of the initial lessons 
he must learn is that the music 
played will be the tunes that 
the client wants to hear, not the songs that are his favorite. For 
the seasoned DJ, he must always remember that most events are 
a once-in-a-lifetime events forthe client.This is especially true for 
a bride and groom's wedding reception.Therefore, the DJ should 
entertain at the event as if it is his own wedding reception, as far 
as the amount of effort and passion he puts into it. 
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SONG TITLE 

ARTIST 

ABC 

JACKSON 5 

APACHE (JUMP ON IT) 

SUGARHILL GANG 

BILLIE JEAN 

MICHAEL JACKSON 

BOOGIE SHOES 

ICC. & THE SUNSHINE BAND 

CELEBRATION 

K00L & THE GANG 

CHA-CHA SLIDE 

CASPER 

CLUB CAN'T HANDLE ME 

FLO RIDA / DAVID GUETTA 

CMONN'RIDE IT (THE TRAIN) 

QUAD CITY DJ5 

COTTON EYE JOE 

REDNEX 

CUPID SHUFFLE 

CUPID 

DANCING QUEEN 

ABBA 

DJ GOT US FALUN' IN LOVE 

USHER/PITBULL 

DON'T STOP TIL YOU GET ENOUGH 

MICHAEL JACKSON 

DYNAMITE 

TAIO CRUZ 

ELECTRIC (SLIDE) BOOGIE 

MARCIA GRIFFITHS 

FIREWORK 

KATY PERRY 

FOOTLOOSE 

KENNY LOGGINS 

FOREVER 

CHRIS BROWN 

GANGNAM STYLE 

PSY 

GIVE ME EVERYTHING 

PITBULL/NE-YO 

GOOD FELLING 

FLO RIDA 

HARLEM 5HAKE 

BAAUER 

HEY YA! 

OUTKAST 

1 GOTTA FEELING 

BLACK EYED PEAS 

1 LIKE IT 

ENRIQUE 1GLESIAS/PITBULL 


Is... Energy 

SONG TITLE 


JUMP AROUND 

HOUSE OF PAIN 

JUMP JIVE AN'WAIL 

BRIAN SETZER 

LET ME CLEAR MY THROAT 

DJ KOOL 

LETS GET IT STARTED 

BLACK EYED PEAS 

LOVE SHACK 

THE B-52S 

LOW (APPLE BOTTOM JEANS) 

FLO RIDA /T-PAIN 

MACARENA 

LOS DEL RIO 

MONYMONY 

BILLY IDOL 

MOVES LIKE JAGGER 

MAROON 5 

PARTY ROCK ANTHEM 

LMFAO 

PLAY THAT FUNKY MUSIC 

WILD CHERRY 

PUSH IT 

SALT-N-PEPA 

RAISE YOUR GLASS 

PINK 

SANDSTORM 

DARUDE 

SEXY AND 1 KNOW IT 

LMFAO 

SHOUT 

ISLEY BROTHERS 

SINGLE LADIES (PUT A RING ON IT) 

BEYONCE 

STAYIN' ALIVE 

BEE GEES 

SUPER FREAK 

RICK JAMES 

SWEET HOME ALABAMA 

LYNYRD SKYNYRD 

TWIST 

CHUBBY CHECKER 

TWIST AND SHOUT 

BEATLES 

WHAT MAKES YOU BEAUTIFUL 

ONE DIRECTION 

WOBBLE 

V.I.C. 

YOU SHOOK ME AIL NIGHT LONG 

AC/DC 


E3 + DJ = 1 GREAT EVENT 

The songs in this issue's list represent the top 50 songs that can 
help put energy into the event. Normally my lists are ordered 
by position, but these songs are all fantastic and the top energy 
songs change depending on the event. Whether it is the initial 
spark to get the party going, or just the right tune to ramp up the 
level to a euphoric high during the night, these songs represent 
a wide range of genres. Each song has the potential to create an 
energetic experience for the crowd. Of course, these songs alone 
are often not the only element required to lead the crowd into 
a memorable celebration. It is equally important to have a DJ 
with the elements of energy, enthusiasm, and empathy to deliver 

Mobile Beat's resident musicologist since 1992 
(issue #11), Jay Maxwell runs the multi-talent 
entertainment company, Jay Maxwell's Music by 
Request, LLC, in Charleston, South Carolina. He is 
also a professor of Business at Charleston Southern 
University. His passion for detail and continuous 
research of clients' requests can be found not only in 
this column, but also in his annually updated music 
guide, Play Something We Can Dance To. 


the passion along with the music in a manner that everyone 
there will want to follow his lead. It is like two different profes¬ 
sors giving lectures on the same material. At the end of the term, 
one professor gets high ratings from the students while the 
other professor gets low marks. The difference is usually due to 
the degree of energy, enthusiasm, and empathy that the highly 
favored professor showed as compared to the lackluster delivery 
of the one who was rated with low marks. 

People go to an event with the expectation of having a great 
time. Part of that grand experience is seeing people they have 
not seen in a while or meeting new friends. They also want to 
enjoy tasty food in a pleasant environment. But remember that it 
is the professional mobile DJ who is the one person at the event 
who is the leader, as far as creating the overall “feel good" mood 
with both the music and his attitude. 

Don't forget that we are the leaders at the event. Our 
energy, enthusiasm, and empathy must be evident from the 
first moment of the event until the equipment is packed away. 
Our friendly smile, body posture, and the tone of our voice must 
express our energy just as much as knowing what to play when 
someone requests more energy on the dance floor by saying, 
"Play something we can dance to!" MB 
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Business 

Through 

Computer 

Technology 


GETTING CONTROL AND 
TAKING ADVANTAGE OF THE 
LATEST TECHNOLOGY FOR 
BUSINESS 

PART I: THE BEST OF THE WEB 

By Jim Weisz 


MOBIL? BEAT ■ MAY 2013 



T here are so many ways 
technology accessed through 
computers, tablets and phones 
can help with your business, it 
can be difficult to know where 
to start in figuring out which 
services or programs would be 
the best ones to help you build 
your business and manage it 
effectively. This article is part one 
of a two-part series on websites 
and apps that can contribute to 
the success of your small business. 

This first article will cover various 
web-based tools. The second article, 
which will appear in the next issue of 
Mobile Beat, will cover apps for both 
smartphones and tablets. 

ECHOSIGN 

I have saved so much time on contracts 
since I started using Echosign about 
a year ago. Now I make a PDF of my 
contract, upload it to Echosign, and send 
it to the client. Once they've signed it, it 
automatically emails both parties a fully 
executed copy. This saves tons of time in 
mailing contracts back and forth, as well 
as scanning or faxing signed contracts. 
Some nice features include a dashboard 
which shows when someone looked at the 
contract you sent them, and an easy way 
to send a reminder when a contract needs 
to be signed. Cost:There's a free option for 
up to five contracts a month (or 10 if you 
link to yourTwitter) so you can try it out for 
a while. Paid version starts at $15 a month. 

INTUIT IPN 

Since you're handling your contracts elec¬ 
tronically with Echosign, why not also 
take your payments online too? Intuit IPN 
allows you to accept checks electroni¬ 
cally so clients don't have to mail a check. 
The best part is the fee is only $.50 per 
check payment received. I have gotten a 
contract and payment back from a client 
in less than an hour after I sent it to them, 
since they could easily do everything 
online. Intuit IPN can also accept credit 
card payments at a rate of 3.25%. This 
option can be turned on or off. So I leave 
mine off unless I have someone ask to pay 
with a card. I have saved a lot of credit card 
processing fees and tons of time with IPN. 
Cost: $.50 per check payment received. 
3.25% for credit or debit card payments. 













BANANATAG 

Bananatag is a tool to track emails you 
send. I use it as a plug-in with Outlook, 
but it also integrates with Gmail too. 
Bananatag is completely transparent— 
the person you're sending the email 
to doesn't know it is being tracked. It 
is a good resource to see if someone is 
reading your emails and to track the effec¬ 
tiveness of your emails. 

For instance, if you put 
links in your emails, you 
can see if they were 
clicked. Also, every time 
someone opens the 
email, you can choose 
to get a notification. It 
is fun to see someone 
open an email you 
sent a couple months 
ago and start to dick 
on the links. I've had 
that happen several 
times and have used it as an opportunity 
to follow up, since I knew that they were 
re-checking out what I had to offer. Cost: 
Free for up to 5 emails tracked per day. 
Paid option is $5 a month for up to 100 
emails a day. 


idea to have one. It can help send more 
business your way if your Google Places 
profile shows up in searches when clients 
are looking for a DJ. Plus, even though 
you choose one website to focus the bulk 
of your reviews, you could still ask some 
of your best clients to leave reviews on 
Google Places too. Just be forewarned 
that Google is known for removing 
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reviews if they think they're fraudulent. To 
avoid that, just ask individual clients after 
their event to review you. If you send a 
mass email to all your clients and get a lot 
of reviews at once, they may get flagged 
as fraudulent. Cost: Free. 


WEDDING WIRE / EVENT WIRE 

If you do weddings, you should have a 
profile on Wedding Wire by now. Even with 
a free profile, you can solicit reviews from 
past clients. We're living in a time where 
people want to read reviews on third-par¬ 
ty websites, so building up reviews on a 
site like Wedding Wire can be instrumental 
in getting more bookings. They also have 
Event Wire, which is for people planning 
other types of parties and events. There 
are so many different websites where you 
can ask clients to leave reviews (Wedding 
Wire/Event Wire, The Knot, Yelp, Google 
Places, Facebook), that I recommend 
choosing one website for all your reviews. 
It looks a lot more impressive to have 50 
reviews on one website than 5 reviews 10 
different websites. Cost: Varies based on a 
variety of factors. 

GOOGLE PLACES 

Even if you don't solicit reviews on your 
Google Places profile, it's still a good 


FACEBOOK 

This might seem like an obvious one, but 
not having a business page on Facebook 
is almost like not having a web presence 
at all. Potential clients will check out your 
Facebook page for pictures from recent 
events and just to see what you've posted 
recently in general. It can be a good way 
to build confidence if potential clients see 
you are providing your DJ services every 
weekend. You can also build your business 
through personally networking with other 
vendors and past clients on Facebook. 
However, if you are friends with past 
clients and other wedding vendors, you 
should create lists to segregate who sees 
what you post. You wouldn't want another 
vendor deciding not to refer you because 
you make a lot of controversial posts that 
offend them. But if you have them in a 
special list just for wedding vendors, you 
can select which status updates they see 
when you post them. MB 


I have gotten 
a contract and 
payment back 
from a client 
in less than 
an hour after I 
sent it to them, 
since they could 
easily do every¬ 
thing online. 



Jim Weisz has been a DJ since 1999, primarily serving the 
wedding and school markets. Originally from Chicago , he 
relocated his thriving DJ business to Dallas in 2003. He used 
his company's web presence to effectively to re-establish his 
client base within a just a few months. Jim is a seminar speaker 
and also writes for MobileBeat.com on web issues. He can be 
reached at jim@discoverydjs.com. 
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Making the Cut 

HACK JOB OR CUTTING EDGE? 

By Stu Chisholm 


W ay, way back in my junior 
high years, I had a study hall 
in the gym. I wasn’t particularly 
athletic, but I loved to run, so 
I’d spend that time doing laps, 
burning off that nervous energy 
that all teens seem to have (and 
that I now envy). The gym had a 
balcony, of sorts, and this is where 
the girls who also had study hall 
would bring their records and 
portable phonographs. You’d see 


them walking the hall with those 
45 record cases that looked like 
they might hold a small cake. They 
always had all the latest hits. They’d 
sit in a circle in the balcony playing 
them as I ran. It was eoeL,at first. 

What wasn't cool was that these 


girls never let a song finish, starting to 
play it, and then suddenly interrupting it 
after maybe a minute or so. Then they'd 
repeat with every great song of the day. 
It was especially annoying when it was a 
song I liked and l was keeping pace with! 
But they didn't care. In fact, they probably 
didn't even know I was alive. They were 
too busy mooning overTony Orlando. 

THE SHAPE OF THINGS TO COME 

That was the catalyst that turned me into 
a serious music collector. If I couldn't hear 
my tunes all the way through at school, 
at least when I got home, or when I was 


delivering newspapers (my job at the 
time) listening to my tapes, I would be in 
control! And later on, when I became a 
mobile DJ, the start of my business greatly 
helped by my years of collecting music, I 
made sure that each and every song was 
played as intended, uninterrupted and 
continuously. I rode the wave of disco, 
mastering the smooth mix, letting songs 


ride, sometimes even bringing in a third 
or fourth track. When house, trance and 
techno came along, I was quick to adapt 
those mixing skills to the new genres. 

Imagine, then, when I saw a post by 
a respected colleague on Facebook who 
does weddings and occasionally spins 
nightclubs, as I used to do {and still occa¬ 
sionally pinch-hit when needed) talking 
about a DJ he heard who cut songs 
together fairly rapidly, never letting more 
than a minute or two play before bringing 
in the next. He virtual-yelled, "Cut those 
songs, DJ!" To him, it was a revelation. 
To me, it was a recurring childhood 

nightmare. 

In another DJ forum, 
another DJ asked, "How 
long should you play a 
song before you mix in 
the next song?" He also 
wanted to know how long 
he should let the two songs 
"ride" together before fully 
switching over. 

SHOCK AND AWE 

Once I let my general sense 
of "egad" subside, I realized 
that this was actually a 
question of style. It's not 
that there's a general rule 
that everyone should 
follow, but it's how you as 
an entertainer want your 
show to sound. I then 
realized that the answer is 
all about the context. At 
a wedding or traditional 
party, cutting the favorite 
songs of your client and 
their guests short might not 
fly! In a nightclub, however, 
your mix is your art, and 
how you do it is what sets 
you apart. Experimenting 
isn't a risk; it's a rule! DJs with buzz are 
innovators. Nobody talks about the DJ 
who imitates. They talk about that first DJ! 
Or, at least the first one they hear in the 
area with that style. 

With the public attention span 
growing shorter, it shouldn't have 
surprised me that some ciub-goers, 
and by extension, some young couples 
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planning weddings, now request this type 
of manic ADD-style music mixing. So, as 
REO Speedwagon sang way back when, 
it's time to roll with the changes! 

There are a couple of positives. First, 
quick-cut beat-on-beat mixing is fairly 
easy.The long ride-over, silky smooth club 
mixes of the past are still appreciated, but 
aren't necessary. Just cut-in on the "meat" 
of the song, give 'em a good chorus and 
then move along. The second advantage 
is that you're able to fit a lot more music 
into the time available! When playing full- 
length hits, you're lucky to fit 15 songs 


into an hour. After dinner, you're also lucky 
to have three hours for all the dancing and 
activities at a typical wedding. If you have 
a long list from your couple and guests are 
clamoring for the newest, hottest tunes, 
it's now easy to fit in 25 or more songs! 

DOUBLE-EDGED SWORD 

Having performed both styles, I will say 
this: only once in my 33 years have I ever 
had anyone comment negatively about 
playing full-length tracks. (And this was 
recently.) When I perform the quick cut 
style, I commonly get asked why I cut 
someone's favorite track short. These 
comments come from departing guests, 


of course! For private parties, the style of 
the evening is always discussed in great 
detail with the client. This should go 
without saying, but here I'm taking no 
chances. 

BEST PREDICTOR OF THE FUTURE: 
THE PAST 

As long as I'm tying past and present 
together here, I'd also like to take a 
moment to mention the dynamics of a 
party and human nature. Over the past 
few months, I've been clearing out space 
in my file cabinets by transcribing my old 


paper program logs into Excel files. I've 
kept program logs even longer than I've 
used contracts! They're extremely useful 
tools, giving a snapshot of each party from 
start to finish. As I write this, I'm working 
in the year 1998, and there is a surpris¬ 
ing number of things that those parties 
have in common with those of today. 
For instance, the order of various party 
elements, such as the cutting of the cake, 
the tossing of the bouquet and the father/ 
daughter dance are all in the same general 
time frame. The swell of response from the 
audience, which I track with a number (1 
to 5) follows a predictable path. Except for 
the actual music content, my reception in 


June of '98 is indistinguishable from June 
of 2012. This isn't something I impose. It's 
all based on the dynamic ("reading") of 
the crowd. 

In fact, some of the music IS the 
same! Most wedding DJs are still playing 
"Wonderful Tonight," Shania Twain's 
"From This Moment On'' and Celine Dion's 
"Because You Loved Me." Here in Detroit, 
we still play Stevie Wonder's "My Eyes 
Don't Cry" (known by the general public 
as "The Hustle"), and pop tunes that were 
new back then, like "All My Life" by K-Ci 
& Jojo, Aerosmith's "I Don't Want To Miss 

A Thing" and "C'mon 'N Ride 
It (The Train)" by Quad City 
DJs frequently find their way 
into current sets. Heck, I'll 
bet entertainers will still be 
playing "Old Time Rock And 
Roll" in the year 2100! We've 
traded the Macarena for the 
Harlem Shake, but I note 
that the audience is ready 
for them at about the same 
point during the party. The 
"must-have" hits of that year 
that seemed so important, 
Madonna's "Ray Of Light," and 
"One Week" by the Barenaked 
Ladies, have been MIA from 
request lists (and my program 
logs) for years. 

WHAT IT MEANS 

With this vast overview, it's 
easy to see that the dynamics 
of a party and human nature 

static. Music, 
and various dance trends, 
are a constantly evolving 
continuum, yet significant 
changes aren't really caused 
by the music. They're caused 
by us, entertainers. You 
can probably name the big 
innovators in both the club 
scene and private parties because you've 
been reading Mobile Beat! The question, 
then, is what will you be known for 15 
years from now? When your clients are 
looking at their wedding album in the 
future, will there be a photo of an activity 
that no other DJ's clients will have? Or 
an autograph by a party guest that you 
inspired to write, "Damn, that DJ made 
my day"? Engage your creativity, innovate 
and change the world! 

Until next time, safe spinnin'! MB 


Music, and various dance 
trends, are a constantly 
evolving continuum, yet sig¬ 
nificant changes aren’t really 
caused by the music. They’re 
caused by us, entertainers. 
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Sentimental Journey 

OUR CLIENTS AND AUDIENCES TO GREAT MUSICAL MEI 

By Paul Kida, The DJ Coach 


M usic! It's what we live for. It*s the mainstay of 
our profession. It's what our careers revolve 
around. Music is really important, but do we realize 
just how far-reaching the effects of music can be? Do 
we truly understand the power we wield as DJs? Do we 
comprehend the Lasting impression and influence we 
can leave with our audience at each and every event? 
Music is power; and we do well to examine closely 
the beneficial ways that we can use this mighty tool. 

By definition, music is the art of combining instrumental, and 
often vocal sounds to produce beauty of form and expressions of 
emotion. Yes, music can touch the heart and soul of people. Music 
can make grown men cry, it can make a crowd smile and laugh, 
and create a joyous and celebratory atmosphere that will make 
everyone want to get up and dance. The 
latter effect is what most of us are 
striving for,That is, a packed dance 
floor full of happy guests sharing in 
the festivities of the day. However, 
we should not overlook the other 
ways that we can use music to stir 
various emotions, mentally moving 
people in the direction we want 
them to go. Let's take a quick look at 
some of the ways music can be used 
as an emotional stimulant. 

Let's start with dinner music. 

Generally, if you mention dinner music, 
people think "boring!" Many look at 
dinner music the same way they look 
at so-called "elevator music,” or music 
to go to sleep by. Hopefully, the music 
we play during cocktail hour and dinner has the 

opposite effect! I'm sure that the majority of us choose music that, 
while mellow, still has some kind of upbeat quality. We can play 
music that is great for the background, but still allows the guests to 
have conversations with each other without having to put up with a 
loud, heavy beat in their ears. 

How about some light, upbeat jazz? Old standards and some 
light rock are also great for background music. One very important 
thing to do is to look around you at the crowd you are playing for. 
What is the biggest age group attending? Ask yourself what music 
they would have been listening to when they were young. Would 
they have listened to music in the ’60s, 70s, ’80s or '90s? If you can 
answer that question accurately, then you 
can play music that will put most of the 
crowd in a good mood, by playing music 
that is familiar to the group. It generally will 
have a comforting effect on people because 
it is music that they know, and it brings back 
good memories. It puts them in a better 


mental state and gets them ready to 
party later on. 

As dinner progresses, don’t keep 
the music at the same level of energy. 

Gradually, play songs that are a little 
more upbeat and lively. By subtly but 
progressively increasing the energy, 
you will be subconsciously creating an atmosphere of fun and 
anticipation in the audience. If you achieving this effect, as dinner is 
winding down, you'll see toes and fingers start tapping, and maybe 
some folks even mouthing the words to the songs you are playing. 
You can see that they are ready to get up and start partying. 

One word of caution: Do not equate volume with energy. Use 
the actual music, the songs themselves to create this desired energy, 
Simply raising the volume usually just annoys people, causing a 

negative instead of a positive result. 

As I said before, music can stir the 
emotions of people of all ages. When 
meeting with your clients before their 
event, you can do more than just help 
them choose the music for the various 
segments of the event. You can also 
help them appreciate the power of the 
music to make the event successful. 
Cake cutting, parents'dances, dedica¬ 
tion songs, etc. are all great opportu¬ 
nities to use music to make a grand 
statement and add special meaning 
to their day. The different songs 
that they choose can have great 
emotional impact and actually 
create great memories of the day 
for years to come. 

Plus, as you help them choose and they see that 
you are helping them to create an awesome event, it will build their 
trust in you as a professional, reinforcing the fact that you have their 
best interests at heart. Don't force your opinions on them If they 
have different ideas than you. Just guide them in the right direction, 
and help them to understand the impact that music can have on the 
evening. 

Use your knowledge of music wisely. We are dealing not with 
just a playlist of songs, but an opportunity to use the whole range of 
emotions (love, humor, celebration, great memories, and just good 
old fun!). A perceptive disc jockey does not simply play music! He or 
she creates an emotional journey that will be enjoyed and remem¬ 
bered by all in attendance. Music is a magical tool. Learn how to use it 

effortlessly. The most important way is to get 
to know your clients, their friends and family, 
if you do this, you will be that DJ that stands 
out above the others, 

Piease send any comments on this 
article or suggestions for future articles or 
questions to djcoach@mobilebeat.com. MB 




Paul Kida , The DJ Coach , is a founding 
member of the Colorado Disc Jockey 
Association. He ownsJAMMCATTS DJ 
Entertainment (ww w.ja mmcatts dj. 
com), and is a regular speaker at 
Mobile Bea t DJ Shows. 
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and function with creative applications, addressing the demands 
and needs of the dynamic mobile artist. 
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WHY DO SOME 
SONGS CAST A 
PERPETUAL SPELL? 


By Mike Ficher 


A business analyst by day, Mike 
Ficher is an actor, voice artist t MC , 
sp o rtscas ten public add re ss an noun cer 
and former mobile entertainer.: He is 
also the host of the weekly syndicated 
radio program, The Ultimate Oldies 
Show. Mike synthesizes these varied 
experiences to illuminate historic 
connectivity and fresh perspectives on 
the mobile entertainment profession. 
More info at mikeficher.com. 


Y es, mobile entertainers are much more skilled 
at vocal work, announcements, introductions, 
transitions, and storytelling than in years past...Yes, 
jocks are often adept at conducting raffles, sharing 
trivia, organizing games and leading group activities... 

And, yes, mobiles are expanding their world to include video pro¬ 
duction and interactive messaging...Mobile entertainment encom¬ 
passes a much more varied skill universe than ever before. But, the 
heart of the mobile entertainment business is still music. 

Ah, the music. 


BACK IN 


Why do some songs seem timeless while others appear anchored 
in a DeLorean time warp? Why do songs by the Beatles sound as 
rich, tailored and mesmerizing today as they did in the 1960s, 
while most of Whitney Houston and Mariah Carey's catalogs sound 
dated? Why do Motown standardsfrom theTemptations, Supremes 
and Martha and the Vandellas still fill dance floors while tunes from 
many girl groups sound like cute but uninvited postcards from the 
past? 

Why do Elvis'songs slide in as welcome windows to a wistful, 
classic time while Pat Boone's numbers feel like insignificant arche- 
alogical finds from a bygone era? 

What makes certain songs timeless? What makes other songs 
time-relative? 

Probably depends on who you ask. 

1.21 GIGAWATTS 

"You need a good production, but the essence, what makes a 
song timeless, is the melody, the lyric, and of course the produc¬ 
tion," offered Enrique Iglesias. Certainly, technology has made the 
art of production a lot easier than the hours Phil Spector invested 
positioning microphones at the Gold Star Studios in Los Angeles to 
capture the often two dozen or more musicians crafting his Wall of 
Sound in the 1960s. 

Today, you could probably recreate Spector's dense, layered, 
and ground-breaking productions without channeling the sound 
through a basement filled with speakers and microphones, or con¬ 
tracting the Wrecking Crew to play the instruments. 

STRIKE THE CLOCK TOWER 

A great story? A touching theme is critical for the success of many 
songs. Many country songs punch three verses and a great hook-laden 
chorus into a tidy little narrative, but how many are timeless? 

Why is "Don't Stop Believin'"—originally released in 1981—at 
the top of the Mobile Beat - DJ Intelligence Most Requested Songs 
now for three years running? A great story? Occasionally, I serve 
as public address announcer for a local collegiate summer league 
baseball team, and when the game is one-sided, many fans still 
stick around until the Journey hit is played as a sing-along in the 
later innings. The power of the song is stunning. 

Why? 

Lyrics? Song craftsmanship? Melody? Story? Hooks? Rhythm? 
A memorable guitar or piano lick? A scintillating intro? 

ENCHANTMENT UNDER THE SEA 

In his engaging book, "The Heart of Rock and Roll: The 1001 
Greatest Singles Ever Made," Dave Marsh admits that Marvin Gaye's 
"I Heard It Through the Grapevine" emerged as number one on 















one of his non-ranked lists "partly because 
I was driving through a snowstorm in 
Virginia one day and it came on, and at the 
moment it seemed like the greatest thing 
I'd ever heard." 

'Unchained Melody," which holds 
the unique distinction of having the most 
charted versions hit the Billboard pop 
singles charts, gained new life and a new 
generation of fans when included in the 
movie Ghost in 1990. 

When composers Alex North and Hy 
Zaret were contracted to write a song as 
a theme for an what became an obscure 
prison film called Unchained, certainly, 
they did not intend to write a timeless 
piece—they were just trying to finish a job. 

A TIME? A PLACE? 

Songwriters usually do not set out to 
write "little symphonies for the kids” as 
Phil Spector sought with his productions 
or as Berry Gordy once famously intoned 
in a memo to Motown: "We will release 
nothing less than Top Ten product on 
any artist. And on the Supremes we will 
release only No. 1 records." 


Most songwriters compose 
from the heart or to fulfill a 
contract or to voice a story. 
Timelessness is likely the furthest 
consideration from their minds for 
most composers. 

LONE PINE MALL 

Which then leads to a question 
that is best addressed in a future 
article—the song or the record? 

For instance, many of the songs 
of Burt Bacharach and Hal David 
became hits—and in some 
cases, timeless records—when 
they were recorded for the second, third 
or fourth time. 

Gazing at this year's Top 200 list, 
"Love Shack," "You Shook Me (All Night 
Long)," "Brown Eyed Girl,” "Billie Jean" and 
"Livin' on a Prayer" have stood the test of 
time. "I Gotta Feeling" is moving in that 
direction. Will "Party Rock Anthem," "We 
Found Love," and "Cupid Shuffle" stake 
permanent residency in the MB Top 200 
list or will they be tenants on a term? 

"There's a magical quality to singles," 


Tommy James once shared with me, 
"There's nothing calculated. So much 
nonsense, so whimsical. So much of what 
is on a record is unintentional. You really 
are shooting from the hip the whole 
time So when these magical little bursts 
of sound would sell a million copies, you 
gotta scratch your head." 

Maybe the same can be said for 
mobile DJs' "timeless” songs—magical 
little bursts that seem guaranteed to get 
crowds dancing and help mobile enter¬ 
tainers earn a living. MB 
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yourself when you get in to I DJ NOW. In our stores or on our website, you'll always get the lowest 
prices, the best value, the latest info on top-name brands, personal one-on-one support, five displays, 
product video demos and Fast Free Shipping. Make the connection and make your move to I DJ NOW. 


Cfrswwtf P PAR Quail S 


JMeswAfcWi Best RQ 


INternet Pricing. 

IN-store Experience!* 


STAGE I SOUND I LIGHTING 


Bg Habla Espanol 


181 24 Horace Handing Eapy. |L IE Eair. 25) 
Frosh Meadows. NY 1136i5 


1 Cl 1 5 Sunnse Highway 
Sabyfrin, NV 1 1 704 


On line Orders: 1-BDO*355-774G 


Queens, IMY 
(718) 762-0100 


Long Island. NY 
[ 631 ) 321-1700 


idjnow.com 


Not Just Lights. Atmosphere. 


WWW.MOBiLE8EAT.COM ° MAY EC13 


33 


























HollywoodDJ.com 

931 East 11th St 
Los Angeles, CA 90021 

hollywooddj.com 

800-700-4542 


Limelite Pro-Audio 
and DJ Supply 

4601 W. Sahara Ave, Suite H 
Las Vegas, NV 89102 

limeliteproaudio.com 

702-364-9922 


Planet DJ, Inc. 

1315 Greg St 
Suite 101 
Sparks, NV 89431 

planetdj.com 

877-4DJ-Gear 

Colorado Sound 
N’ Light 

12061 Pennsylvania St 
Suite B102 
Thornton, CO 80241 

csnl.com 

303-429-0418 






retailer is still the only 
place you can get your 
hands on actual gear 
to try before you buy! 
Stores listed here typi¬ 
cally have Dj gear-savvy 
sales people ready to 
help you make the right 
buying decisions. Don’t 
miss out on what the 
stores have to offer! 
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NLFX Professional 

1319 Naylor Drive SE 
Bemidji, MN 56601 

nlfxpro.com 

888-660-6696 


Pro Audio & 
Lighting 

3842 E 13 Mile 
Warren, Ml 48092 

proaal.com 

586-582-0871 
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NORTH BABYLON, NY 
' FRESH MEADOWS, NY 


Sound Source 

161 Norris Drive 
Rochester, NY 14610 

soundsource.com 

585-271-5370 


Pro DJ Sound 

3534 W. Lawrence Ave. 
Chicago, IL 60625 
773-961-1253 


31 S Green Bay Rd 
Waukegan, IL 60085 
847-782-9816 


V 



Stop in , or better yet, tell a friend 
who has not yet experienced Mobile 
Beat to stop in at your nearest par¬ 
ticipating DJ gear dealer, to receive 
a complimentary copy of MB with a 
product purchase. 


I DJ NOW 
Long Island 

1015 Sunrise Hwy 
N. Babylon, NY 11704 

idjnow.com 

800-355-7746 


I DJ NOW 
Queens 

181-24 Horace 

Harding Expwy 

Fresh Meadows, NY 11365 

idjnow.com 

718-762-0100 


Music Trends 
The DJ’s 
Toystore 

2947 Hempstead 
Tpke 

Levittown NY 11756 

musictrends.com 

888-621-DJDJ 

Electronic 

Bargains 

DJ Superstore 

970 Montello Street 
Brockton, MA 02301 

ebdj.com 

800-336-1185 
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MOBILE BEAT TOP 200 • powered by oj intelligence® 


T hese unique and comprehensive charts have been compiled 
by analyzing millions of actual client requests made through 
the DJ Intelligence 15 music request system, for weddings and 
parties around the world, over the course of the past 12 months. 


If you want to include your clients' requests in next year's tally, 
or offer these charts, updated year round and branded to your 
company and website, then add the DJ Intelligence® music request 
system to your website. Find out how at www.djintelligence.com. 


DJ INTELLIGENCE® TOP 200 MOST REQUESTED SONGS 



SONG 

ARTIST 

[39 

THRILLER 

MICHAEL JACKSON 

40 

AT LAST 

ETTA JAMES 

41 

SEXYBACK 

JUSTIN TIMBERLAKE 

42 

OLD TIME ROCK & ROLL 

BOB SEGER & THE SILVER BULLET BAND 

43 

FIREWORK 

KATY PERRY 

44 

ICE ICE BABY 

VANILLA ICE 

45 

STARSHIPS 

NICKI MINAJ 

46 

ON THE FLOOR 

JENNIFER LOPEZ feat. PITBULL 

47 

0MG 

USHER feat. WILLIAM 

48 

WILD ONES 

FLO RIDA feat. 5IA 

49 

FOREVER 

CHRIS BROWN 

50 

jUST THE WAY YOU ARE 

BRUNO MARS 

51 

SHOTS 

LMFA0 feat. LIL JON 

52 

DON'T STOP 'TIL YOU GET ENOUGH 

MICHAEL JACKSON 

53 

WOBBLE 

V.I.C. 

54 

WE ARE YOUNG 

FUN. feat. JANELLE MONAE 

55 

P.YT. (PRETTY YOUNG THING) 

MICHAEL JACKSON 

56 

BUILD ME UP BUTTERCUP 

FOUNDATIONS 

57 

CAN'T HELP FALLING IN LOVE 

ELVIS PRESLEY 

58 

BRICK HOUSE 

COMMODORES 

59 

DON'T STOP THE MUSIC 

RIHANNA 

60 

CLUB CAN'T HANDLE ME 

FLO RIDA feat. DAVID GUETTA 

61 

WHAT A WONDERFUL WORLD 

LOUIS ARMSTRONG 

62 

MARRY YOU 

BRUNO MARS 

63 

PLAY THAT FUNKY MUSIC 

WILD CHERRY 

64 

CHICKEN FRIED 

ZAC BROWN BAND 

65 

I'M YOURS 

JASON MRAZ 

66 

POKER FACE 

LADY GAGA 

67 

SAVE A HORSE (RIDE A COWBOY) 

BIG & RICH 

68 

STAYIN' ALIVE 

BEE GEES 

69 

JUMP AROUND 

HOUSE OF PAIN 

70 

YM.C.A. 

VILLAGE PEOPLE 

71 

UNCHAINED MELODY 

RIGHTEOUS BROTHERS 

72 

WHAT MAKES YOU BEAUTIFUL 

ONE DIRECTION 

73 

SUMMER OF '69 

BRYAN ADAMS 

74 

LOW 

FLO RIDA feat. T-PAIN 

75 

ELECTRIC BOOGIE (ELECTRIC SLIDE) 

MARCIA GRIFFITHS 

76 

SUPER BASS 

NICKI MINAJ 

77 

THE WAY YOU MAKE ME FEEL 

MICHAEL JACKSON 


RANK 

SONG 


1 

DON'T STOP BELIEVIN' 

JOURNEY 

2 

1 GOTTA FEELING 

BLACK EYED PEAS 

3 

PARTY ROCK ANTHEM 

LMFAO FEAT. LAUREN BENNETT & GOON ROCK 

4 

SEXY AND 1 KNOW IT 

LMFAO 

5 

CUPID SHUFFLE 

CUPID 

6 

YOU SHOOK ME ALL NIGHT LONG 

AC/DC 

7 

LIVIN' ON A PRAYER 

BON JOVI 

8 

SWEET CAROLINE (GOOD TIMES NEVER 
SEEMED SO GOOD) 

NEIL DIAMOND 

9 

MOVES LIKE JAGGER 

MAROON 5 feat. CHRISTINA AGUILERA 

10 

BROWN EYED GIRL 

VAN MORRISON 

11 

SINGLE LADIES (PUT A RING ON IT) 

BEYONCE 

12 

CHACHA SLIDE 

DJ CASPER 

13 

LOVE SHACK 

B-52'S 

14 

WE FOUND LOVE 

RIHANNA feat. CALVIN HARRIS 

15 

POUR SOME SUGAR ON ME 

DEF LEPPARD 

16 

BILLIE JEAN 

MICHAELJACKSON 

17 

CALL ME MAYBE 

CARLYRAEJEPSEN 

18 

RAISE YOUR GLASS 

PINK 

19 

GIVE ME EVERYTHING 

PITBULL feat, NE-YO, AFROJACK & NAYER 

20 

JUST DANCE 

LADY GAGA feat. COLBY O'DONIS 

21 

TWIST AND SHOUT 

BEATLES 

22 

SWEET HOME ALABAMA 

LYNYRD SKYNYRD 

23 

BABY GOT BACK 

SIR MIX-A-LOT 

24 

YEAH 

USHER feat. LUDACRIS & LIL' JON 

25 

HEY YA! 

OUTKAST 

26 

DYNAMITE 

TAIO CRUZ 

27 

SHOUT 

ISLEY BROTHERS 

28 

WONDERFUL TONIGHT 

ERIC CLAPTON 

29 

FRIENDS IN LOW PLACES 

GARTH BROOKS 

30 

MARRY ME 

TRAIN 

31 

WE ARE FAMILY 

SISTER SLEDGE 

32 

THE WAY YOU LOOK TONIGHT 

FRANK SINATRA 

33 

MY GIRL 

TEMPTATIONS 

34 

FOOTLOOSE 

KENNY LOGGINS 

35 

CELEBRATION 

KOOL & THE GANG 

36 

GOOD FEELING 

FLO RIDA 

37 

1 WANNA DANCE WITH SOMEBODY (WHO 
LOVES ME) 

WHITNEY HOUSTON 

38 

DANCING QUEEN 

ABBA 
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RANK SONG 


ARTIST 


RANK SONG 


ARTIST 


123 

FORGET YOU 

CEE LO GREEN 

124 

YEAH 3X 

CHRIS BROWN 

125 

1 WONT GIVE UP 

JASON MRAZ 

126 

ALL SUMMER LONG 

KID ROCK 

127 

MACARENA 

LOS DEL RIO 

128 

MAKE YOU FEEL MY LOVE 

ADELE 

129 

IN DA CLUB 

50 CENT 

130 

SHE'S EVERYTHING 

BRAD PAISLEY 

131 

HOW SWEET IT IS (TO BE LOVED BY 
YOU) 

JAMES TAYLOR 

132 

INTERNATIONAL LOVE 

PITBULL feat. CHRIS BROWN 

133 

1 CANT HELP MYSELF (SUGAR PIE, 
HONEY BUNCH) 

FOUR TOPS 

134 

RIGHT ROUND 

FLO RIDA feat. KE$HA 

135 

FLY ME TO THE MOON 

FRANK SINATRA 

136 

EMPIRE STATE OF MIND 

JAY-Z feat. ALICIA KEYS 

137 

SAVE THE LAST DANCE FORME 

MICHAEL BUBLE 

138 

PUMPED UP KICKS 

FOSTER THE PEOPLE 

139 

WHERE HAVE YOU BEEN 

RIHANNA 

140 

HONEYBEE 

BLAKE SHELTON 

141 

ABC 

JACKSON 5 

142 

STAND BY ME 

BEN E, KING 

143 

BORN THIS WAY 

LADY GAGA 

144 

WHAT 1 LIKE ABOUT YOU 

ROMANTICS 

145 

IT'S YOUR LOVE 

TIM McGRAW w FAITH HILL 

146 

LAST FRIDAY NIGHT (T.GJ.F.) 

KATY PERRY 

147 

GET DOWN TONIGHT 

KC & THE SUNSHINE BAND 

148 

SEX ON FIRE 

KINGS OF LEON 

149 

COME AWAY WITH ME 

NORAH JONES 

150 

BOTTOMS UP 

TREY SONGZ feat, NICKI MINAJ 

151 

WITHOUT YOU 

DAVID GUETTA feat. USHER 

152 

MY WISH 

RASCAL FLATTS 

153 

KISS 

PRINCE 

154 

ALL MY LIFE 

K-CI & JOJO 

155 

ALL YOU NEED IS LOVE 

BEATLES 

156 

THEN 

BRAD PAISLEY 

157 

GOLD DIGGER 

KANYE WEST feat. JAMIE FOXX 

158 

(EVERYTHING 1 DO) 1 DO IT FOR YOU 

BRYAN ADAMS 

159 

GET THE PARTY STARTED 

PINK 

160 

1 WANT YOU TO WANT ME 

CHEAP TRICK 

TOP 200 MOST REQUESTED SONGS 

161 

ONE MORE TIME 

DAFT PUNK 

162 

WHISTLE 

FLO RIDA 

163 

LET'S GET IT ON 

MARVIN GAYE 

164 

RESPECT 

ARETHA FRANKLIN 

165 

GETTIN'jSGGY WIT IT 

WILL SMITH 


78 

1 DON'T WANT TO MISS A THING 

AEROSMITH 

79 

COTTON EYE JOE 

REDNEX 

80 

GLAD YOU CAME 

WANTED 

81 

GIRLS JUST WANT TO HAVE FUN 

CYNDI LAUPER 

82 

BOOM BOOM POW 

BLACK EYED PEAS 

83 

COUNTRY GIRL (SHAKE IT FORME) 

LUKE BRYAN 

84 

GOD GAVE ME YOU 

BLAKE SHELTON 

85 

COME ON EILEEN 

DEXY’S MIDNIGHT RUNNERS 

86 

SEPTEMBER 

EARTH, WIND & FIRE 

87 

LET'S GET IT STARTED 

BLACK EYED PEAS 

88 

AMAZED 

LONESTAR 

89 

TEACH ME HOW TO DOUGIE 

CALIFORNIA SWAG DISTRICT 

90 

ONLY GIRL (IN THE WORLD) 

RIHANNA 

91 

LUCKY 

JASON MRAZ & COLBIE CAILLAT 

92 

GANGNAM STYLE 

PSY 

93 

THE TIME (DIRTY BIT) 

BLACK EYED PEAS 

94 

FEEL SO CLOSE 

CALVIN HARRIS 

95 

BLESS THE BROKEN ROAD 

RASCAL FLATTS 

96 

CRAZY LITTLE THING CALLED LOVE 

QUEEN 

97 

PARTY IN THE U.SA. 

MILEY CYRUS 

98 

ROLLING IN THE DEEP 

ADELE 

99 

JESSIE'S GIRL 

RICK SPRINGFIELD 

100 

PUSH IT 

SALT-N-PEPA 

101 

EVERYTHING 

MICHAEL BUBLE 

102 

BEAT IT 

MICHAEL JACKSON 

103 

THIS IS HOW WE DO IT 

MONTELL JORDAN 

104 

FAITHFULLY 

JOURNEY 

105 

BETTER TOGETHER 

JACK JOHNSON 

106 

BUST A MOVE 

YOUNG M.C. 

107 

(I'VE HAD) THE TIME Of MY LIFE 

BILL MEDLEY & JENNIFER WARNES 

108 

D] GOT US FALUN 1 IN LOVE 

USHER 

109 

LET'S STAY TOGETHER 

AL GREEN 

110 

SWEET CHILD O'MINE 

GUNS N 1 ROSES 

111 

THE TWIST 

CHUBBY CHECKER 

112 

STUCK LIKE GLUE 

SUGARLAND 

113 

RED SOLO CUP 

TOBY KEITH 

114 

LIKE A G6 

FAR EAST MOVEMENT feat. THE 

CATARACS & DEV 

115 

HOT IN HERRE 

NELLY 

116 

U CANT TOUCH THIS 

M.C. HAMMER 

117 

BOOT SCOOTIN' BOOGIE 

BROOKS & DUNN 

118 

ARE YOU GONNA KISS ME OR NOT 

THOMPSON SQUARE 

119 

BAD ROMANCE 

LADY GAGA 

120 

CRAZY IN LOVE 

BEYONCE feat. JAY-Z 

121 

LIKE A PRAYER 

MADONNA 

Il22 

TIK TOK 

KESHA 
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RANK SONG 


166 MY BEST FRIEND 


ARTIST 


TIM McGRAW 


167 

YOU MAKE ME FEEL... 

COBRA STARSHIP feat. SABI 

168 

JUST A KISS 

LADY ANTEBELLUM 

169 

BLOW 

KESHA 

170 

RED RED WINE 

UB40 

171 

SCREAM 

USHER 

172 

A THOUSAND YEARS 

CHRISTINA PERRI 

173 

HEY SOUL SISTER 

TRAIN 

174 

EVACUATE THE DANCEFLOOR 

CASCADA 

175 

LIFE IS A HIGHWAY 

RASCAL FLATTS 

176 

WHITE WEDDING 

BILLY IDOL 

177 

BEAUTIFUL DAY 

U2 

173 

SEXY CHICK 

DAVID GU ETTA feat. AKON 

179 

RING OF FIRE 

JOHNNY CASH 

180 

THE EDGE OF GLORY 

LADY GAGA 

181 

WALK THIS WAY 

AEROSMITH 

182 

TAKE ON ME 

A-HA 

183 

COME FLY WITH ME 

FRANK SINATRA 

184 

GREASE MEGAMIX 

JOHN TRAVOLTA & OLIVIA NEWTON-JOHN 

185 

WHEN A MAN LOVES A WOMAN 

PERCY SLEDGE 

186 

SAY HEY [1 LOVE YOU) 

MICHAEL FRANTI & SPEARHEAD 

187 

AIN'T TOO PROUD TO BEG 

TEMPTATIONS 

188 

CHICKEN DANCE 

SORTA CRACKERS BAND 

189 

ANOTHER ONE BITES THE DUST 

QUEEN 

190 

1 LIKE IT 

ENRIQUE IGLESIAS feat. PITBULL 

191 

MAFtGARITAVILLE 

JIMMY BUFFETT 

192 

YOU AND ME 

LIFEHOUSE 

193 

TEENAGE DREAM 

KATY PERRY 

194 

LOST IN THIS MOMENT 

BIG & RICH 

195 

RUNAROUND SUE 

DION 

196 

THE HUMPTY DANCE 

DIGITAL UNDERGROUND 

197 

HOTEL CALIFORNIA 

EAGLES 

198 

WHERE THEM GIRLS AT 

DAVID GUETTA feat. FLO RIDA & NICKIMINAJ 

199 

LET'S TWIST AGAIN 

CHUBBY CHECKER 

200 

BOYFRIEND 

JUSTIN B1EBER 



DJ INTELLIGENCE® 


1 


1 

CHICKEN DANCE 

SORTA CRACKERS BAND 

2 

MACARENA 

LOS DEL RIO 

3 

Y.M.C.A. 

VILLAGE PEOPLE 

4 

CHACHA SLIDE 

Dj CASPER 

5 

ELECTRIC BOOGIE (ELECTRIC SLIDE) 

MARCIA GRIFFITHS 

6 

WE ARE FAMILY 

SISTER SLEDGE 

7 

LOVE SHACK 

B-52'S 


RANK 

SONG 

ARTIST 

8 

COTTON EYE JOE 

REDNEX 

9 

CELEBRATION 

KOOL £t THE GANG 

10 

ELECTRIC SLIDE (SHALL WE DANCE) '92 

GRANDMASTER SLICE 

11 

BABY GOT BACK 

SIR MIX-A-LOT 

12 

CUPID SHUFFLE 

CUPID 

13 

1 GOTTA FEELING 

BLACK EYED PEAS 

14 

HOKEY POKEY 

RAY ANTHONY 

15 

DANCING QUEEN 

ABBA 

16 

SINGLE LADIES (PUT A RING ON IT) 

BEYONCE 

17 

BRICK HOUSE 

COMMODORES 

18 

ICE ICE BABY 

VANILLA ICE 

19 

CALL ME MAYBE 

CARLY RAEJEPSEN 

20 

DON'T STOP BELIEVIN' 

JOURNEY 

21 

SAVE A HORSE (RIDE A COWBOY) 

BIG & RICH 

22 

SEXY AND 1 KNOW IT 

LMFAO 

23 

STAYIN' ALIVE 

BEE GEES 

24 

SWEET CAROLINE (GOOD TIMES NEVER 
SEEMED SO GOOD) 

NEIL DIAMOND 

25 

POUR SOME SUGAR ON ME 

DEF LEPPARD 

26 

WHO LET THE DOGS OUT 

BAHA MEN 

27 

RED SOLO CUP 

TOBY KEITH 

28 

MOVES LIKE JAGGER 

MAROON 5 FEAT, CHRISTINA AGUILERA 

29 

GANGNAM STYLE 

PSY 

30 

SWEET HOME ALABAMA 

LYNYRD SKYNYRD 

31 

MY HUMPS 

BLACK EYED PEAS 

32 

HOT IN HERRE 

NELLY 

33 

1 DON'T WANT TO MISS A THING 

AEROSMITH 

34 

PLAY THAT FUNKY MUSIC 

WILD CHERRY 

35 

COTTON EYED JOE 

BAYOU CITY BEATS 

36 

MAMBO NO. 5 (A LITTLE BIT OF..,) 

LOU BEGA 

37 

GREASE MEGAMIX 

JOHN TRAVOLTA & OLIVIA NEWTON-JOHN 

38 

LIVIN' ON A PRAYER 

BON JOVI 

39 

POKER FACE 

LADY GAGA 

40 

SHOTS 

LMFAO FEAT. LIL JON 

41 

FRIENDS IN LOW PLACES 

GARTH BROOKS 

42 

BOOM BOOM POW 

BLACK EYED PEAS 

43 

YOU SHOOK ME ALL NIGHT LONG 

AC/DC 

44 

SHOUT 

ISLEY BROTHERS 

45 

PARTY IN THE U.S.A, 

MILEY CYRUS 

46 

PARTY ROCK ANTHEM 

LMFAO FEAT. LAUREN BENNETT & GOON ROCK 

47 

RAISE YOUR GLASS 

PINK 

48 

MY HEART WILL GO ON (LOVE THEME 
FROM TITANIC) 

CELINE DION 

49 

1 WILL SURVIVE 

GLORIA GAYNOR 

50 

LET'S GET IT STARTED 

BLACK EYED PEAS 
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INTRODUCING PCDJ DEX 


TRY THE FRESHLY REDESIGNED PCDJ 
DEX 2. WITH AUDIO. MUSIC VIDEO AND 
KARAOKE MIXING CAPABILITY. DEX 2 
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MOBILE BEAT TOP BOO • powered by dj intelligence 


RANK 

SONG 

ARTIST 

DJ INTELLIGENCE® 

1 

PARTY ROCK ANTHEM 

LMFAO FEAT, LAUREN BENNETT & GOON ROCK 

2 

SEXY AND 1 KNOW IT 

LMFAO 

3 

MOVES LIKE JAGGER 

MAROON 5 feat. CHRISTINA AGUILERA 

4 

WE FOUND LOVE 

RlHANNA feat. CALVIN HARRIS 

5 

CALL ME MAYBE 

CARLYRAEjEPSEN 

6 

GIVE ME EVERYTHING 

PITBULL feat. NE-YO, AFROJACK & NAYER 

7 

DYNAMITE 

TAIO CRUZ 

8 

RAISE YOUR GLASS 

PINK 

9 

MARRY ME 

TRAIN 

10 

FIREWORK 

KATY PERRY 

11 

STARSHIPS 

NICKI MINAJ 

12 

ON THE FLOOR 

JENNIFER LOPEZ feat. PITBULL 

13 

GOOD FEELING 

FLO RIDA 

14 

OMG 

USHER FEAT. WILLI.AM 

15 

WILD ONES 

FLO RIDA feat, SIA 

16 

JUST THE WAY YOU ARE 

BRUNO MARS 

17 

SHOTS 

LMFAO feat. LIL JON 

18 

WE ARE YOUNG 

FUN, feat.JANELLEMONAE 

19 

CLUB CANT HANDLE ME 

FLO RIDA feat. DAVID GUETTA 

20 

MARRY YOU 

BRUNO MARS 

21 

SUPER BASS 

NICKI MINAJ 

22 

GOD GAVE ME YOU 

BLAKE SHELTON 

23 

COUNTRY GIRL (SHAKE IT FOR ME) 

LUKE BRYAN 

24 

GLAD YOU CAME 

WANTED 


DJ INTELLIGENCE® 

TOP 25 SONGS OF THE 


1 

1 GOTTA FEELING 

BLACK EYED PEAS 

2 

CUPID SHUFFLE 

CUPID 

3 

CHACHA SLIDE 

DJ CASPER 

4 

SINGLE LADIES (PUT A RING ON IT) 

BEYONCE 

5 

JUST DANCE 

LADY GAGA feat. COLBY O'DONIS 

6 

YEAH 

USHER feat. LUDACRIS & LIL' JON 

7 

HEY YA! 

OUTKAST 

8 

SEXYBACK 

JUSTIN TIMBERLAKE 

9 

FOREVER 

CHRIS BROWN 

10 

WOBBLE 

VJ.C. 

11 

CHICKEN FRIED 

ZAC BROWN BAND 

12 

I'M YOURS 

JASON MRAZ 

13 

DON'T STOP THE MUSIC 

Rl HANNA 

14 

LOW 

FLO RIDA feat. T-PAIN 


RANK 

SONG 

ARTIST 

15 

SAVE A HORSE (RIDE A COWBOY) 

BIG & RICH 

16 

LUCKY 

JASON MRAZ & COLBIE CAILLAT 

17 

POKER FACE 

LADY GAGA 

18 

BOOM BOOM POW 

BLACK EYED PEAS 

19 

PARTY IN THE U.S.A, 

Ml LEY CYRUS 

20 

EVERYTHING 

MICHAEL BUBLE 

21 

LET'S GET IT STARTED 

BLACK EYED PEAS 

22 

BETTER TOGETHER 

JACK JOHNSON 

23 

BLESS THE BROKEN ROAD 

RASCAL FLATTS 

24 

CRAZY IN LOVE 

BEYONCE feat. JAY-Z 

25 

SHE'S EVERYTHING 

BRAD PAISLEY 


DJ INTELLIGENCE® 

-rnn nc nnunn nr Ti ir innn~ 

TOP c .u SONGS OF THE 1000s 

i 

BABY GOT BACK 

SIR MIX-A-LOT 

2 

FRIENDS IN LOW PLACES 

GARTH BROOKS 

3 

ICE ICE BABY 

VANILLA ICE 

4 

COTTON EYE JOE 

REDNEX 

5 

JUMP AROUND 

HOUSE OF PAIN 

6 

1 DON'T WANT TO MISS A THING 

AEROSMITH 

7 

THIS IS HOW WE DO IT 

MONTELL JORDAN 

8 

AMAZED 

LONESTAR 

9 

U CAN'T TOUCH THIS 

M.C. HAMMER 

10 

BOOT SCOOTIN' BOOGIE 

BROOKS & DUNN 

11 

IT'S YOUR LOVE 

TIM McGRAWw FAITH HILL 

12 

MACARENA 

LOS DEL RIO 

13 

(EVERYTHING 1 DO) 1 DO IT FOR YOU 

BRYAN ADAMS 

14 

ALL MY LIFE 

K-CI & JOJO 

15 

GETTIN'JIGGY WIT IT 

WILL SMITH 

16 

MY BEST FRIEND 

TIM McGRAW 

17 

THE HUMPTY DANCE 

DIGITAL UNDERGROUND 

18 

POISON 

BELL BIV DEVOE 

19 

1 CROSS MY HEART 

GEORGE STRAIT 

20 

CALIFORNIA LOVE 

2PAC FEAT. DR. DRE & ROGER TROUTMAN 

21 

SUAVEMENTE 

ELVIS CRESPO 

22 

I'M GONNA BE (500 MILES) 

PROCLAIM ERS 

23 

I'LL BE 

EDWIN MCCAIN 

24 

HYPNOTIZE 

NOTORIOUS B.I.G, 

25 

JUMP ON IT 

SIR MIX-A-LOT 


DJ INTELLIGENCE® 

TOP 25 SONGS OF THE 1980s 


1 DON'T STOP BELIEVIN' 

2 YOU SHOOK ME ALL NIGHT LONG 


JOURNEY 

AC/DC 


Copyright ©2013 Intelligence, Inc, These charts may not be republished without express written consent of Intelligence, Inc.‘Intelligence, Inc, is not responsible for errors or omissions. • Mobile Beat is not responsible for errors or omissions. 


MOBILE BEAT ° MAY 2013 













RANK SONG 


ARTIST 


RANK SONG 


ARTIST 


3 

LIVIN' ON A PRAYER 

BON JOVI 

4 

BILLIE JEAN 

MICHAEL JACKSON 

5 

LOVE SHACK 

B-52'S 

6 

POUR SOME SUGAR ON ME 

DEF LEPPARD 

7 

1 WANNA DANCE WITH SOMEBODY (WHO 
LOVES ME) 

WHITNEY HOUSTON 

8 

FOOTLOOSE 

KENNY LOGGINS 

9 

THRILLER 

MICHAEL JACKSON 

10 

CELEBRATION 

KOOL & THE GANG 

11 

P.Y.T. (PRETTY YOUNG THING) 

MICHAEL JACKSON 

12 

ELECTRIC BOOGIE (ELECTRIC SLIDE) 

MARCIA GRIFFITHS 

13 

SUMMER OF '69 

BRYAN ADAMS 

14 

THE WAY YOU MAKE ME FEEL 

MICHAEL JACKSON 

15 

GIRLS JUST WANT TO HAVE FUN 

CYNDILAUPER 

16 

JESSIE'S GIRL 

RICK SPRINGFIELD 

17 

COME ON EILEEN 

DEXY’S MIDNIGHT RUNNERS 

18 

BEAT IT 

MICHAEL JACKSON 

19 

PUSH IT 

SALT-N-PEPA 

20 

(I'VE HAD) THE TIME OF MY LIFE 

BILL MEDLEY & JENNIFER WARNES 

21 

BUST A MOVE 

YOUNG M.C. 

22 

CRAZY LITTLE THING CALLED LOVE 

QUEEN 

23 

SWEET CHILD O' MINE 

GUNS N' ROSES 

24 

FAITHFULLY 

JOURNEY 

25 

LIKE A PRAYER 

MADONNA 


19 

MARGARITAVILLE 

JIMMY BUFFETT 

20 

1 WILL SURVIVE 

GLORIA GAYNOR 

21 

WALK THIS WAY 

AEROSMITH 

22 

HOTEL CALIFORNIA 

EAGLES 

23 

SIGNED, SEALED, DELIVERED I'M YOURS 

STEVIE WONDER 

24 

PIANO MAN 

BILLY JOEL 

25 

SHOUT 

OTIS DAY 


DJ INTELLIGENCE® 

TOP 25 SONGS OF THE 1960s 

1 

SWEET CAROLINE (GOOD TIMES NEVER NEIL DIAMOND 

SEEMED SO GOOD) 

2 

BROWN EYED GIRL 

VAN MORRISON 

3 

TWIST AND SHOUT 

BEATLES 

4 

THE WAY YOU LOOK TONIGHT 

FRANK SINATRA 

5 

AT LAST 

ETTA JAMES 

6 

MY GIRL 

TEMPTATIONS 

7 

CANT HELP FALLING IN LOVE 

ELVIS PRESLEY 

8 

WHAT A WONDERFUL WORLD 

LOUIS ARMSTRONG 

9 

BUILD ME UP BUTTERCUP 

FOUNDATIONS 

10 

UNCHAINED MELODY 

RIGHTEOUS BROTHERS 

11 

THE TWIST 

CHUBBY CHECKER 

12 

1 CAN'T HELP MYSELF (SUGAR PIE, 
HONEY BUNCH) 

FOUR TOPS 

13 

FLY ME TO THE MOON 

FRANK SINATRA 

14 

STAND BY ME 

BEN E, KING 

15 

RESPECT 

ARETHA FRANKLIN 

16 

ALL YOU NEED IS LOVE 

BEATLES 

17 

RING OF FIRE 

JOHNNY CASH 

18 

WHEN A MAN LOVES A WOMAN 

PERCY SLEDGE 

19 

LET'S TWIST AGAIN 

CHUBBY CHECKER 

20 

AIN'T TOO PROUD TO BEG 

TEMPTATIONS 

21 

RUNAROUND SUE 

DION 

1 22 

L-O-V-E 

NAT KING COLE 

23 

AIN'T NO MOUNTAIN HIGH ENOUGH 

MARVIN GAVE & TAMM! TERRELL 

24 

IN MY LIFE 

BEATLES 

25 

DO YOU LOVE ME 

CONTOURS 


DJ INTELLIGENCE® 

TOP 25 SONGS OF THE 1970s 

1 

WONDERFUL TONIGHT 

ERIC CLAPTON 

2 

SWEET HOME ALABAMA 

LYNYRD SKYNYRD 

3 

OLD TIME ROCK & ROLL 

BOB SEGER & THE SILVER BULLET BAND 

4 

WE ARE FAMILY 

SISTER SLEDGE 

5 

DON'T STOP‘TIL YOU GET ENOUGH 

MICHAELJACKSON 

6 

DANCING QUEEN 

ABBA 

7 

BRICK HOUSE 

COMMODORES 

8 

Y.M.C.A. 

VILLAGE PEOPLE 

9 

PLAY THAT FUNKY MUSIC 

WILD CHERRY 

10 

SEPTEMBER 

EARTH, WIND & FIRE 

11 

STAYIN' ALIVE 

BEE GEES 

12 

LET'S STAY TOGETHER 

AL GREEN 

13 

HOW SWEET IT IS (TO BE LOVED BY 
YOU) 

JAMES TAYLOR 

14 

ABC 

JACKSON 5 

15 

GET DOWN TONIGHT 

KC& THE SUNSHINE BAND 

16 

LET'S GET IT ON 

MARVIN GAYE 

17 

GREASE MEGAMIX 

JOHN TRAVOLTA & OLIVIA NEWTON-jOHN 

18 

1 WANT YOU TO WANT ME 

CHEAP TRICK 


f DJ INTELLIGENCE® 

1 

SHOUT 

ISLEY BROTHERS 

2 

COME FLY WITH ME 

FRANK SINATRA 

3 

THAT'S AMORE 

DEAN MARTIN 

4 

UNFORGETTABLE 

NATALIE COLE w NAT KING COLE 

5 

JAILHOUSE ROCK 

ELVIS PRESLEY 
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ARTIST 


6 

1 WALK THE LINE 

JOHNNY CASH 

7 

JOHNNY B. GOODE 

CHUCK BERRY 

8 

ALL SHOOK UP 

ELVIS PRESLEY 

9 

HOUND DOG 

ELVIS PRESLEY 

10 

LA BAMBA 

RITCHIE VALENS 

11 

LOVE ME TENDER 

ELVIS PRESLEY 

12 

(WE'RE GONNA) ROCK AROUND THE 
CLOCK 

BILL HALEY & HIS COMETS 

13 

GREAT BALLS OF FIRE 

JERRY LEE LEWIS 

14 

LOVE AND MARRIAGE 

FRANK SINATRA 

15 

MACK THE KNIFE 

BOBBY DARIN 

16 

THIS MAGIC MOMENT 

DRIFTERS 

17 

YOU SEND ME 

SAM COOKE 

18 

TEQUILA 

CHAMPS 

19 

BLUE SUEDE SHOES 

ELVIS PRESLEY 

20 

1 ONLY HAVE EYES FOR YOU 

FLAMINGOS 

21 

VOLARE 

DEAN MARTIN 

22 

WHEN 1 FALL IN LOVE 

NAT KING COLE 

23 

EARTH ANGEL (WILL YOU BE MINE) 

PENGUINS 

24 

SWAY 

DEAN MARTIN 

25 

CHANTILLY LACE 

BIG BOPPER 




>p # 

DJ INTELLIGENCE® 

in cn nninr p pnnnu nnoT rampeo 
J r Uu tjnlLJb ki unUUM rlnu 1 UANLtu 

1 

1 WON'T GIVE UP 

JASON MRAZ 

2 

GOD GAVE ME YOU 

BLAKE SHELTON 

3 

AT LAST 

ETTA JAMES 

4 

THEN 

BRAD PAISLEY 

5 

YOU ARE THE BEST THING 

RAY LAMONTAGNE 

6 

MARRY ME 

TRAIN 

7 

BLESS THE BROKEN ROAD 

RASCAL FLATTS 

B 

MAKE YOU FEEL MY LOVE 

ADELE 

9 

A THOUSAND YEARS 

CHRISTINA PERRI 

10 

AMAZED 

LONESTAR 

11 

WANTED 

HUNTER HAYES 

12 

MY BEST FRIEND 

TIM McGRAW 

13 

CAN'T HELP FALLING IN LOVE 

ELVIS PRESLEY 

14 

LUCKY 

JASON MRAZ & COLBIE CAUL AT 

15 

EVERYTHING 

MICHAEL BUBLE 

16 

1 GOTTA FEELING 

BLACK EYED PEAS 

17 

1 DON'T WANTTO MISS A THING 

AEROSMITH 

18 

BETTER TOGETHER 

JACK JOHNSON 

19 

1 CROSS MY HEART 

GEORGE STRAIT 

20 

YOU AND ME 

DAVE MATTHEWS BAND 

21 

WONDERFUL TONIGHT 

ERIC CLAPTON 


22 

LET'S STAY TOGETHER 

AL GREEN 

23 

ME AND YOU 

KENNY CHESNEY 

24 

THE WAY YOU LOOK TONIGHT 

FRANK SINATRA 

25 

IT'S YOUR LOVE 

TIM McGRAW vti FAITH HILL 

26 

MAKING MEMORIES OF US 

KEITH URBAN 

27 

STAND BY ME 

BEN E. KING 

28 

CRAZY GIRL 

ELI YOUNG BAND 

29 

HOLD ON 

MICHAEL BUBLE 

30 

FAITHFULLY 

JOURNEY 

31 

SHE'S EVERYTHING 

BRAD PAISLEY 

32 

CHASING CARS 

SNOW PATROL 

33 

(EVERYTHING 1 DO) 1 DO IT FOR YOU 

BRYAN ADAMS 

34 

I'LL BE 

EDWIN MCCAIN 

35 

ONLY YOU CAN LOVE ME THIS WAY 

KEITH URBAN 

36 

1 COULD NOT ASK FOR MORE 

EDWIN McCAIN 

37 

CRAZY LOVE 

VAN MORRISON 

38 

FIRST DAY OF MY LIFE 

BRIGHT EYES 

39 

WHEN YOU SAY NOTHING AT ALL 

ALISON KRAUSS 

40 

WHAT A WONDERFUL WORLD 

LOUIS ARMSTRONG 

41 

COME AWAY WITH ME 

NORAH JONES 

42 

UNCHAINED MELODY 

RIGHTEOUS BROTHERS 

43 

INTO THE MYSTIC 

VAN MORRISON 

44 

BY YOUR SIDE 

SADE 

45 

THIS YEAR'S LOVE 

DAVID GRAY 

46 

SOMEONE LIKE YOU 

VAN MORRISON 

47 

SMILE 

UNCLE KRACKER 

48 

YOUR SONG 

ELTON JOHN 

49 

ALL MY LIFE 

K-CI & JOJO 

50 

COWBOYS AND ANGELS 

DUSTIN LYNCH 


DJ INTELLIGENCE® 

1 

1 LOVED HER FIRST 

HEARTLAND 

2 

MY LITTLE GIRL 

TIM McGRAW 

3 

MY GIRL 

TEMPTATIONS 

4 

BUTTERFLY KISSES 

BOB CARLISLE 

5 

WHAT A WONDERFUL WORLD 

LOUIS ARMSTRONG 

6 

MY WISH 

RASCAL FLATTS 

7 

CINDERELLA 

STEVEN CURTIS CHAPMAN 

8 

THE WAY YOU LOOK TONIGHT 

FRANK SINATRA 

9 

IN MY LIFE 

BEATLES 

10 

FATHER AND DAUGHTER 

PAUL SIMON 

11 

WALK WITH YOU 

EDWIN McCAIN 

12 

OVER THE RAINBOW 

ISRAEL "IZ" KAMAKAWIWO'OLE 
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RANK SONG 


ARTIST 


RANK SONG 


ARTIST 


13 

BECAUSE YOU LOVED ME (THEME FROM 
UP CLOSE AND PERSONAL} 

CELINE DION 

14 

UNFORGETTABLE 

NATALIE COLEw/NAT KING COLE 

15 

ISN'T SHE LOVELY 

STEVIE WONDER 

16 

JUST FISHIN 1 

TRACE ADKINS 

17 

DANCE WITH MY FATHER 

LUTHER VAND ROSS 

18 

LANDSLIDE 

FLEETWOOD MAC 

19 

DAUGHTERS 

JOHN MAYER 

20 

IT WON'T BE LIKE THIS FOR LONG 

DARIUS RUCKER 

21 

STEALING CINDERELLA 

CHUCK WICKS 

22 

1 HOPE YOU DANCE 

LEE ANN WOMACK 

23 

BROWN EYED GIRL 

VAN MORRISON 

24 

LULLABYE (GOODNIGHT, MY ANGEL) 

BILLY JOEL 

25 

DAUGHTER 

LOUDON WAINWRIGHT III 

26 

FOREVER YOUNG 

ROD STEWART 

27 

THERE YOU'LL BE 

FAITH HILL 

28 

STAND BY ME 

BEN E, KING 

29 

HAVE 1 TOLD YOU LATELY 

ROD STEWART 

30 

WONDERFUL TONIGHT 

ERIC CLAPTON 

31 

DADDY'S LITTLE GIRL 

AL MARTINO 

32 

HOW SWEET IT IS (TO BE LOVED BY 

YOU) 

JAMES TAYLOR 

33 

YOU ARE SO BEAUTIFUL 

JOE COCKER 

34 

IN MY DAUGHTER'S EYES 

MARTINA McBRIDE 

35 

I'LL ALWAYS BE YOUR BABY 

NATALIE GRANT 

36 

JUST THE WAY YOU ARE 

BILLY JOEL 

37 

THE WAY YOU LOOK TONIGHT (FROM 
FATHER OF THE BRIDE) 

STEVE TYRELL 

38 

YOU'RE GONNA MISS THIS 

TRACE ADKINS 

39 

HERO 

MARIAH CAREY 

40 

THERE GOES MY LIFE 

KENNY CHESNEY 

41 

YOUR SONG 

ELTON JOHN 

42 

HE DIDN'T HAVE TO BE 

BRAD PAISLEY 

43 

WILDFLOWERS 

TOM PETTY 

44 

THEN THEY DO 

TRACE ADKINS 

45 

GOD ONLY KNOWS 

BEACH BOYS 

46 

WIND BENEATH MY WINGS 

BETTE MIDLER 

47 

TOUGH LITTLE BOYS 

GARY ALLAN 

48 

YOU RAISE ME UP 

JOSH GROBAN 

49 

TUPELO HONEY 

VAN MORRISON 

50 

YOU ARE THE SUNSHINE OF MY LIFE 

STEVIE WONDER 





3 

A SONG FOR MAMA 

BOYZ II MEN 

4 

IN MY LIFE 

BEATLES 

5 

SIMPLE MAN 

LYNYRD SKYNYRD 

6 

1 HOPE YOU DANCE 

LEE ANN WOMACK 

7 

BECAUSE YOU LOVED ME (THEME FROM 
UP CLOSE AND PERSONAL) 

CELINE DION 

8 

OVER THE RAINBOW 

ISRAEL "IZ" KAMAKAWIWO'OLE 

9 

YOU RAISE ME UP 

JOSH GROBAN 

10 

FOREVER YOUNG 

ROD STEWART 

11 

HAVE 1 TOLD YOU LATELY 

ROD STEWART 

12 

DON'T BLINK 

KENNY CHESNEY 

13 

IT'S YOUR SONG 

GARTH BROOKS 

14 

STAND BY ME 

BEN E. KING 

15 

THAT'S WHAT MAMAS DO 

JASON MATTHEWS 

16 

UNFORGETTABLE 

NATALIE COLE w NAT KING COLE 

17 

YOU ARE THE SUNSHINE OF MY LIFE 

STEVIE WONDER 

18 

YOU'LL BE IN MY HEART 

PHIL COLLINS 

19 

THROUGH THE YEAR5 

KENNY ROGERS 

20 

THEN THEY DO 

TRACE ADKINS 

21 

HOW SWEET IT IS (TO BE LOVED BY 

YOU) 

JAMES TAYLOR 

22 

WIND BENEATH MY WINGS 

BETTE MIDLER 

23 

HE GETS THAT FROM ME 

REBA McENTIRE 

24 

LANDSLIDE 

FLEETWOOD MAC 

25 

DO 1 MAKE YOU PROUD 

TAYLOR HICKS 

26 

THERE YOU'LL BE 

FAITH HILL 

27 

YOUR SONG 

ELTON JOHN 

28 

GOD ONLY KNOWS 

BEACH BOYS 

29 

NEVER ALONE 

JIM BRICKMAN feat. LADY ANTEBELLUM 
w HILLARY SCOTT 

30 

FIND YOUR WINGS 

MARK HARRIS 

31 

DAYS LIKE THIS 

VAN MORRISON 

32 

MEMORIES 

ELVIS PRESLEY 

33 

LET IT BE 

BEATLES 

34 

THE WAY YOU LOOK TONIGHT 

FRANK SINATRA 

35 

MAMA'S SONG 

CARRIE UNDERWOOD 

36 

GODSPEED (SWEET DREAMS) 

DIXIE CHICKS 

37 

JUST THE WAY YOU ARE 

BILLY JOEL 

38 

LOVES ME LIKE A ROCK 

PAUL SIMON 

39 

THE DANCE 

GARTH BROOKS 

40 

WONDERFUL TONIGHT 

ERIC CLAPTON 

41 

YOU'VE GOT A FRIEND 

JAMES TAYLOR 

42 

ANGELS 

RANDY TRAVIS 

43 

BLESSED 

ELTON JOHN 

44 

ISN'T SHE LOVELY 

STEVIE WONDER 

45 

ALL YOU NEED IS LOVE 

BEATLES 

46 

HERO 

MARIAH CAREY 
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RANK 

SONG 

ARTIST 

47 

YOU ARE SO BEAUTIFUL 

JOE COCKER 

48 

SUNSHINE ON MY SHOULDERS 

JOHN DENVER 

49 

1 WILL ALWAYS LOVE YOU 

WHITNEY HOUSTON 

50 

1 JUST CALLED TO SAY 1 LOVE YOU 

STEVIE WONDER 



DJ INTELLIGENCE® 


TOP 50 BRIDAL P 

i nxi/ n a iinrn 

ARTY DANCES 

1 

1 GOTTA FEELING 

BLACK EYED PEAS 

2 

PARTY ROCK ANTHEM 

LMFAO FEAT. LAUREN BENNETT & GOON ROCK 

3 

CUPID SHUFFLE 

CUPID 

4 

CELEBRATION 

KOOL & THE GANG 

5 

WOBBLE 

V.I.C. 

6 

FOREVER 

CHRIS BROWN 

7 

LOST IN THIS MOMENT 

BIG & RICH 

8 

FRIENDS IN LOW PLACES 

GARTH BROOKS 

9 

WHAT A WONDERFUL WORLD 

LOUIS ARMSTRONG 

10 

WITH A LITTLE HELP FROM MY FRIENDS 

JOE COCKER 

11 

SEXY AND 1 KNOW IT 

LMFAO 

12 

MY BEST FRIEND 

TIM McGRAW 

13 

MY WISH 

RASCAL FLATTS 

14 

GOD GAVE ME YOU 

BLAKE SHELTON 

15 

1 DON'T WANT TO MISS A THING 

AERGSMITH 

16 

LET'S GET IT STARTED 

BLACK EYED PEAS 

17 

DYNAMITE 

TAIO CRUZ 

18 

ON THE FLOOR 

JENNIFER LOPEZ feat, PITBULL 

19 

GANGNAM STYLE 

PSY 

20 

THAT’S WHAT FRIENDS ARE FOR 

DIONNE WARWICK w ELTON JOHN, 

GLADYS KNIGHT & STEVIE WONDER 

21 

CHACHA SLIDE 

DJ CASPER 

22 

THRILLER 

MICHAELJACKSON 

23 

CALL ME MAYBE 

CARLYRAEJEPSEN 

24 

DON'T STOP BELIEVIN’ 

JOURNEY 

25 

OVER THE RAINBOW 

ISRAEL "IZ" KAMAKAWIWO'OLE 

26 

FIND OUT WHO YOUR FRIENDS ARE 

TRACY LAWRENCE 

27 

RAISE YOUR GLASS 

PINK 

28 

BLESS THE BROKEN ROAD 

RASCAL FLATTS 

29 

WE ARE FAMILY 

SISTER SLEDGE 

30 

IN MY LIFE 

BEATLES 

31 

YOU SHOULD BE DANCING 

BEE GEES 

32 

I’LL BE THERE FOR YOU 

BON JOVI 

33 

THE DANCE 

GARTH BROOKS 

34 

EVERYTHING 

MICHAEL BUBLE 

35 

WONDERFUL TONIGHT 

ERIC CLAPTON 

36 

DANZA KUDURO 

DON OMAR FEAT. LUCENZO 

37 

SEPTEMBER 

EARTH, WIND & FIRE 


RANK 

SONG 

ARTIST 

38 

WE ARE YOUNG 

FUN, FEAT JANELLE MONAE 

39 

STAND BY ME 

BEN E. KING 

40 

JUST DANCE 

LADY GAGA FEAT. COLBY O'DONIS 

41 

SHOTS 

LMFAO FEAT. LlLJON 

42 

AMAZED 

LONESTAR 

43 

MARRY YOU 

BRUNO MARS 

44 

IT’S YOUR LOVE 

TIM MCGRAW W/ FAITH HILL 

45 

BACK IN TIME 

PITBULL 

46 

GIVE ME EVERYTHING 

PITBULL FEAT. NE-YO, AFROJACK & NAYER 

47 

COTTON EYE JOE 

REDNEX 

48 

TRULY MADLY DEEPLY 

SAVAGE GARDEN 

49 

KISS FROM A ROSE 

SEAL 


50 THE WAY YOU LOOK TONIGHT 


FRANK SINATRA 


DJ INTELLIGENCE® 

1 

SINGLE LADIES (PUT A RING ON IT) 

BEYONCE 

2 

GIRLS JUST WANT TO HAVE FUN 

CYNDI LAUPER 

3 

MOVE B W *H 

LUDACRIS feat, MYSTIKAL 

4 

HIT ME WITH YOUR BEST SHOT 

PAT BENATAR 

5 

ONLY GIRL (IN THE WORLD) 

RIHANNA 

6 

MANI I FEEL LIKE A WOMAN! 

SHANIA TWAIN 

7 

IT'S RAINING MEN 

WEATHER GIRLS 

8 

WHERE THEM GIRLS AT 

DAVID GUETTA feat. FLO RIDA & NICK! 

MINA) 

9 

LITTLE WHITE CHURCH 

LITTLE 8IG TOWN 

10 

ANOTHER ONE BITES THE DUST 

QUEEN 

11 

WANNABE 

SPICE GIRLS 

12 

THIS ONE'S FOR THE GIRLS 

MARTINA McBRIDE 

13 

MAN EATER 

NELLY FURTADO 

14 

RUN THE WORLD (GIRLS) 

BEYONCE 

15 

GIRLS 

BEASTIE BOYS 

16 

ONE WAY OR ANOTHER 

BLONDIE 

17 

MILKSHAKE 

KELIS 

18 

LADIES NIGHT 

KOOL & THE GANG 

19 

OH, PRETTY WOMAN 

ROYORBISON 

20 

LADY MARMALADE 

CHRISTINA AGUILERA, LIL 1 KIM, MYA 
& PINK 

21 

CALL ME MAYBE 

CARLYRAEJEPSEN 

22 

HAVEN'T MET YOU YET 

MICHAEL BUBLE 

23 

P.YT. (PRETTY YOUNG THING) 

MICHAELJACKSON 

24 

GIRLS, GIRLS, GIRLS 

MOTLEY CRUE 

25 

JUST A GIRL 

NO DOUBT 
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RANK 

SONG 

ARTIST 


DJ INTELLIGENCE® 

TOP 25 GARTER TOSS SONGS 

1 

ANOTHER ONE BITES THE DUST 

QUEEN 

2 

LET'S GET IT ON 

MARVIN GAYE 

3 

SEXY AND 1 KNOW IT 

LMFAO 

4 

HOT IN HERRE 

NELLY 

5 

DANGER ZONE 

KENNY LOGGINS 

6 

LEGS 

ZZTOP 

7 

FOXY LADY 

JIMI HENDRIX 

8 

POUR SOME SUGAR ON ME 

DEF LEPPARD 

9 

CHERRY PIE 

WARRANT 

10 

THEME FROM MISSION: IMPOSSIBLE ADAM CLAYTON & LARRY MULLEN 

11 

SHARP DRESSED MAN 

ZZTOP 

12 

SEXYBACK 

JUSTIN TIMBERLAKE 

13 

YOU SHOOK ME ALL NIGHT LONG 

AC/DC 

14 

EYE OF THE TIGER 

SURVIVOR 

15 

OH YEAH 

YELLO 

16 

HOT FOR TEACHER 

VAN HALEN 

17 

U CANT TOUCH THIS 

M.C, HAMMER 

18 

BIG PIMPIN' 

JAY-Z FEAT, UGK 

19 

WHATTA MAN 

SALT-N-PEPA 

20 

KEEP YOUR HANDS TO YOURSELF 

GEORGIA SATELLITES 

21 

A LITTLE LESS CONVERSATION 

ELVIS PRESLEY 

22 

PONY 

GINUWINE 

23 

WILD THING 

TONE LOC 

24 

WHO LET THE DOGS OUT 

BAHAMEN 

25 

RIGHT ROUND 

FLO RIDA feat. KE$HA 



DJ INTELLIGENCE® 


TOP 25 CAKE-CUTTING SONGS 

1 

SUGAR, SUGAR 

ARCHIES 

2 

HOW SWEET IT IS (TO BE LOVED BY JAMES TAYLOR 


YOU) 


3 

POUR SOME SUGAR ON ME 

DEF LEPPARD 

4 

LUCKY 

JASON MRAZ St COLBIE CAILLAT 

5 

HOW SWEET IT IS 

MICHAEL BUBLE 

6 

1 CAN'T HELP MYSELF (SUGAR PIE, 

FOUR TOPS 


HONEY BUNCH) 


7 

BETTER TOGETHER 

JACK JOHNSON 

8 

L-O-V-E 

NAT KING COLE 

9 

SWEETEST THING 

U2 

10 

1,2,3,4 (1 LOVE YOU) 

PLAIN WHITE T'S 

11 

WHEN I'M SIXTY-FOUR 

BEATLES 

12 

LOVE YOU MADLY 

CAKE 


RANK SONG 


13 

MARRY ME 

TRAIN 

14 

ARE YOU GONNA KISS ME OR NOT 

THOMPSON SQUARE 

15 

CUT THE CAKE 

AVERAGE WHITE BAND 

16 

HONEY BEE 

BLAKE SHELTON 

17 

EVERYTHING 

MICHAEL BUBLE 

18 

YOU ARE THE BEST THING 

RAY LAMQNTAGNE 

19 

MARRY YOU 

BRUNO MARS 

20 

I'M YOURS 

JASON MRAZ 

21 

THIS WILL BE (AN EVERLASTING LOVE) 

NATALIE COLE 

22 

YOU'RE MY BEST FRIEND 

QUEEN 

23 

HIT ME WITH YOUR BEST SHOT 

PAT BENATAR 

24 

IDO 

COLBIE CAILLAT 

25 

LOVE AND MARRIAGE 

FRANK SINATRA 


DJ INTELLIGENCE® 

TOP 25 BRIDAL PARTY INTRO SONGS 

1 

1 GOTTA FEELING 

BLACK EYED PEAS 

2 

PARTY ROCK ANTHEM 

LMFAO FEAT. LAUREN BENNETT & GOON ROCK 

3 

MARRY YOU 

BRUNO MARS 

4 

FOREVER 

CHRIS BROWN 

5 

SEXY AND 1 KNOW IT 

LMFAO 

6 

BRING 'EM OUT 

TJ. FEAT. JAY-Z 

7 

LET'S GET IT STARTED 

BLACK EYED PEAS 

8 

BEAUTIFUL DAY 

U2 

9 

CELEBRATION 

KOOL St THE GANG 

10 

RAISE YOUR GLASS 

PINK 

11 

THUNDERSTRUCK 

AC/DC 

12 

THIS WILL BE (AN EVERLASTING LOVE) 

NATALIE COLE 

13 

GOOD FEELING 

FLO RIDA 

14 

EYE OF THE TIGER 

SURVIVOR 

15 

I'M SHIPPING UP TO BOSTON 

DROPKICK MURPHYS feat. THE MIGHTY 
MIGHTY BOSSTONES 

16 

1 BELIEVE IN A THING CALLED LOVE 

DARKNESS 

17 

GET THE PARTY STARTED 

PINK 

18 

NOW THAT WE FOUND LOVE 

HEAVY D. St THE 80YZ 

19 

SAY HEY (1 LOVE YOU) 

MICHAEL FRANTI St SPEARHEAD 

20 

WALKING ON SUNSHINE 

KATRINA & THE WAVES 

21 

WE ARE FAMILY 

SISTER SLEDGE 

22 

GOOD LIFE 

ONEREPUBLIC 

23 

GIVE ME EVERYTHING 

PITBULL FEAT. NE-YO, AFROJACK St NAYER 

24 

AN OTHER ONE BITES THE DUST 

QUEEN 

25 

SIRIUS 

ALAN PARSONS PROJECT 
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RANK 

SONG 

ARTIST 

42 

AMERICAN PIE 

DON MCLEAN 

43 

A THOUSAND YEARS 

CHRISTINA PERRI 

44 

SEND ME ON MY WAY 

RUSTED ROOT 

45 

BOHEMIAN RHAPSODY 

QUEEN 

46 

LIVIN' ON A PRAYER 

BON JOVI 

47 

MY BEST FRIEND 

TIM MCGRAW 

48 

THEN 

BRAD PAISLEY 

49 

EVACUATE THE DANCEFLOOR 

CASCADA 

50 

LET’S STAY TOGETHER 

ALGREEN 


DJ INTELLIGENCE® 

TOP 25 MONEY DANCE SONGS 

l 

IF 1 HAD $1,000,000 

BARENAKED LADIES 

2 

WHAT A WONDERFUL WORLD 

LOUIS ARMSTRONG 

3 

THE WAY YOU LOOK TONIGHT 

FRANK SINATRA 

4 

WONDERFUL TONIGHT 

ERIC CLAPTON 

5 

1 HOPE YOU DANCE 

LEE ANN WOMACK 

6 

MONEY 

PINK FLOYD 

7 

MY WISH 

RASCAL FLATTS 

8 

UNCHAINED MELODY 

RIGHTEOUS BROTHERS 

9 

BILLIONAIRE 

TRAVIE MCCOY feat, BRUNO MARS 

10 

TAKE THE MONEY AND RUN 

STEVE MILLER BAND 

11 

FOR THE LOVE OF MONEY 

O 'JAYS 

12 

1 DON'T WANT TO MISS A THING 

AEROSMITH 

13 

EVERYTHING 

MICHAEL BUBLE 

14 

WITH A LITTLE HELP FROM MY FRIENDS 

BEATLES 

15 

SAVE THE LAST DANCE FORME 

MICHAEL BUBLE 

16 

CAN YOU FEEL THE LOVE TONIGHT 

ELTON JOHN 

17 

AMAZED 

LONESTAR 

18 

FAITHFULLY 

JOURNEY 

19 

SHE'S EVERYTHING 

BRAD PAISLEY 

20 

BETTER TOGETHER 

JACK JOHNSON 

21 

L-O-V-E 

NAT KING COLE 

22 

AT LAST 

ETTA JAMES 

23 

COME AWAY WITH ME 

NORAH JONES 

24 

YOU AND ME 

LIFEHOUSE 

25 

BROWN EYED GIRL 

VAN MORRISON 


RANK 

SONG 

ARTIST 

DJ INTELLIGENCE® 

TOP 50 LAST DANCE SONGS 

l 

SAVE THE LAST DANCE FOR ME 

MICHAEL BUBLE 

2 

(I'VE HAD) THE TIME OF MY LIFE 

BILL MEDLEY & JENNIFER WARNES 

3 

DON'T STOP BELIEVIN’ 

JOURNEY 

4 

CLOSING TIME 

SEMISONIC 

5 

LAST DANCE 

DONNA SUMMER 

6 

GLAD YOU CAME 

WANTED 

7 

WE ARE YOUNG 

FUN. FEAT. JANELLEMONAE 

8 

THE TIME (DIRTY BIT) 

BLACK EYED PEAS 

9 

WONDERFUL TONIGHT 

ERIC CLAPTON 

10 

AT LAST 

ETTA JAMES 

11 

PIANO MAN 

BILLY JOEL 

12 

TAKE ME HOME TONIGHT 

EDDIE MONEY 

13 

TIME OF YOUR LIFE (GOOD RIDDANCE) GREEN DAY 

14 

NEW YORK, NEW YORK 

FRANK SINATRA 

15 

SWEET CAROLINE (GOOD TIMES NEVER NEIL DIAMOND 

SEEMED SO GOOD) 

16 

WHAT A WONDERFUL WORLD 

LOUIS ARMSTRONG 

17 

LET'S GET IT ON 

MARVIN GAYE 

18 

WE ARE FAMILY 

SISTER SLEDGE 

19 

FRIENDS IN LOW PLACES 

GARTH BROOKS 

20 

TODAY WAS A FAIRYTALE 

TAYLOR SWIFT 

21 

MARRY ME 

TRAIN 

22 

1 WONT GIVE UP 

JASON MRAZ 

23 

ONE MORE TIME 

DAFT PUNK 

24 

NEVER FORGET 

TAKE THAT 

25 

GOOD LIFE 

ONEREPUBLIC 

26 

GOD GAVE ME YOU 

BLAKE SHELTON 

27 

ALL YOU NEED IS LOVE 

BEATLES 

28 

1 GOTTA FEELING 

BLACK EYED PEAS 

29 

SHOUT 

ISLEY BROTHERS 

30 

(DON’T WANT TO MISS A THING 

AEROSMITH 

31 

COME AWAY WITH ME 

NORAHJONES 

32 

YOU ARE THE BEST THING 

RAY LAMONTAGNE 

33 

GOODNIGHT SWEETHEART 

SPANIELS 

34 

1 DON'T WANT THIS NIGHT TO END LUKE BRYAN 

35 

YOU SHOOK ME ALL NIGHT LONG AC/DC 

36 

FOREVER 

CHRIS BROWN 

37 

OVER THE RAINBOW 

ISRAEL "IZ" KAMAKAWIWO'OLE 

38 

STAND BY ME 

BEN E. KING 

39 

CAN'T HELP FALLING IN LOVE 

ELVIS PRESLEY 

40 

HOME 

EDWARD SHARPE & THE MAGNETIC 
ZEROS 

41 

THE WAY YOU LOOK TONIGHT 

FRANK SINATRA 


DJ INTELLIGENCE® 

1 

MARRY ME 

TRAIN 

2 

OVER THE RAINBOW 

ISRAEL ‘IZ'' KAMAKAWIWO'OLE 

3 

I'M YOURS 

JASON MRAZ 

4 

A THOUSAND YEARS 

CHRISTINA PERRI 


Copyright© 2 OJ 3 Intelligence, Inc, These charts may not be republished without express wriffen consent of Intelligence, Inc, intelligence, Inc, is not responsible for errors or omissions, * Mobile Beat is not responsible for errors or omissions. 
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RANK 

SONG 

ARTIST 

5 

HERE COMES THE SUN 

BEATLES 

6 

BETTER TOGETHER 

JACK JOHNSON 

7 

IDO 

COLB IE CAILLAT 

8 

CANON IN D 

PACHELBEL 

9 

BLESS THE BROKEN ROAD 

RASCAL FLATTS 

10 

MAKE YOU FEEL MY LOVE 

ADELE 

11 

FIRST DAY OF MY LIFE 

BRIGHT EYES 

12 

ONLY TIME 

ENYA 

13 

COME AWAY WITH ME 

NORAH JONES 

14 

THIS WILL BE (AN EVERLASTING LOVE) 

NATALIE COLE 

15 

THIS YEARS LOVE 

DAVID GRAY 

16 

MARRY YOU 

BRUNO MARS 

17 

(EVERYTHING 1 DO) 1 DO IT FOR YOU 

BRYAN ADAMS 

18 

FOREVER IN LOVE 

KENNY G. 

19 

AT LAST 

ETTA JAMES 

20 

HO HEY 

LUMINEERS 

21 

THE WAY 1 AM 

INGRID MICHAELSON 

22 

SHE IS LOVE 

PARACHUTE 

23 

BY YOUR SIDE 

SADE 

24 

GOD GAVE ME YOU 

BLAKE SHELTON 

25 

HOPPIPOLLA 

SIGUR ROS 


DJ INTELLIGENCE® 


nr ni 
Jh I l 


□ LtH 


NY RECE 


inti a i 


AL 



1 

BEAUTIFUL DAY 

U2 

2 

IDO 

COLBIE CAILLAT 

3 

THIS WILL BE (AN EVERLASTING LOVE) 

NATALIE COLE 

4 

ALL YOU NEED IS LOVE 

BEATLES 

5 

SIGNED, SEALED, DELIVERED I'M YOURS 

STEVIE WONDER 

6 

YOU'RE MY BEST FRIEND 

QUEEN 

7 

MARRY YOU 

8 RUNO MARS 

3 

YOU MAKE MY DREAMS COME TRUE 

DARYL HALL & JOHN OATES 

9 

OVER THE RAINBOW 

ISRAEL "IZ" KAMAKAWIWO'OLE 

10 

HOME 

EDWARD SHARPE 8 THE MAGNETIC ZEROS 

11 

I'M YOURS 

JASON MRAZ 

12 

1 GOT YOU (1 FEEL GOOD) 

JAMES BROWN & THE FAMOUS FLAMES 

13 

BETTER TOGETHER 

JACK JOHNSON 

14 

YOU ARE THE BEST THING 

RAY LAMONTAGNE 

15 

I'M A BELIEVER 

SMASH MOUTH 

16 

1 GOTTA FEELING 

8 LACK EYED PEAS 

17 

GOOD LIFE 

ONEREPUBLIC 

18 

HAPPY TOGETHER 

TURTLES 

19 

WOULDN'T IT BE NICE 

BEACH BOYS 

20 

AT LAST 

ETTAJAMES 

21 

HOW SWEET IT IS (TO BE LOVED BY YOU) 

JAMES TAYLOR 


RANK 

SONG 

ARTIST 

22 

HO HEY 

LUMINEERS 

23 

SWEET DISPOSITION 

TEMPER TRAP 

24 

MARRY ME 

TRAIN 

25 

(YOUR LOVE KEEPS LIFTING ME) HIGHER 
AND HIGHER 

JACKIE WILSON 



DJ INTELLIGENCE® 


TOP 25 CEREMONY SONGS 

1 

MARRY ME 

TRAIN 

2 

OVER THE RAINBOW 

ISRAEL "IZ" KAMAKAWIWO'OLE 

3 

BETTER TOGETHER 

JACK JOHNSON 

4 

MARRY YOU 

BRUNO MARS 

5 

IDO 

COLBIE CAILLAT 

6 

I'M YOURS 

JASON MRAZ 

7 

A THOUSAND YEARS 

CHRISTINA PERRI 

8 

1 WONT GIVE UP 

JASON MRAZ 

9 

LUCKY 

JASON MRAZ & COLBIE CAILLAT 

10 

BEAUTIFUL DAY 

U2 

11 

HERE COMES THE SUN 

BEATLES 

12 

AT LAST 

EFA JAMES 

13 

MAKE YOU FEEL MY LOVE 

ADELE 

14 

ALL YOU NEED IS LOVE 

BEATLES 

15 

THIS WILL BE (AN EVERLASTING LOVE) 

NATALIE COLE 

16 

COME AWAY WITH ME 

NORAH JONES 

17 

EVERYTHING 

MICHAEL BUBLE 

18 

GOD GAVE ME YOU 

BLAKE SHELTON 

19 

WHAT A WONDERFUL WORLD 

LOUIS ARMSTRONG 

20 

CHAPEL OF LOVE 

DIXIE CUPS 

21 

SIGNED, SEALED, DELIVERED I'M YOURS 

STEVIE WONDER 

22 

GOOD LIFE 

ONEREPUBLIC 

23 

YOU MAKE MY DREAMS COME TRUE 

DARYL HALL & JOHN OATES 

24 

YOU ARE THE BEST THING 

RAY LAMONTAGNE 

25 

BLESS THE BROKEN ROAD 

RASCAL FLATTS 
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What's in Your Library? 

IS IT JUST THE HITS? 

By Mike "Dr, Frankenstand" Ryan 



I f you take all the music in the world and throw 

away every song not related to weddings, and 
then take those songs left over and throw away 
the ones that aren’t danceable, you’ll still have a 
supercomputer’s hard drive worth of music. Just 
how much music are we talking about? The largest 


But what about current songs? Modern radio stations don't 
leave anything to chance,..and mobile DJs shouldn't either. Music 
directors depend on music charts based on air play across the 
nation and around the world to track hits on a weekly basis. 
According to the CIA World Factbook, there are about 44,000 
radio stations worldwide. That's a lot of data to weed through, 

Now assume there are, on average, about 50 albums released 
every week in the United States and the United Kingdom. And 

with an average of 
12 songs per album, 
that's about 600 new 
songs each week or 
7,200 songs a year, and 
that's probably a con¬ 
servative number. Out 
of those 7,200 songs, 
less than a dozen will 
be popular enough to 
make Mobile Beat's Top 
200 list. 


source of music and video metadata on the planet, 
Gracenote, shows more than 130-million tracks in their 
database. Fortunately for us, we have Mobile Beat’s 
annual Top 200 {courtesy of DJ Intelligence) which 
lists the most requested songs from the past year. 
These songs, at least, should be in every DJ’s library. 


The following is 
my thought process 
and my interpreta¬ 
tion of the past three 
months of chart results. 
Please understand 
that I don't claim to be 
a guru of music hits; 
this article is just an 
exercise in attempting 
to pick hot songs that 
will appeal to the widest audience possible. 

Every year we can expect at least one song to become a 
monster hit. Last year"Gangnam Style" by PSY became the first 
YouTube video to receive one billion hits! This year the "Harlem 
Shake" is trying hard to take its place. Starting with January 
charts, I noticed that "Gangham Style” was still number one on 
the YouTube even after 23 weeks on the chart. To my surprise, by 
March it had only dropped only one point to numbertwo, behind 
the new number one hit "Harlem Shake.'' (It's interesting to note 
since January, "Gangham Style" has dropped off the Korean top 
ten music chart, and PSY is from Korea!) By March, "Gangham 
Style" had drop to number 29 on the Hot 100 with "Harlem Shake" 
solidly at number one. 


The point of this 
discussion is that there 
are just too many 
songs to keep track of 
each week. So how do 
you tell what's hot right 
now,? The answer, at 
least for me, is music 
charts. 



Mike Ryan started out writing for news radio f and has been a 
SoCal DJ on KGB and K5DS. He mobiles as Mike on the Mike. He 
is also the inventor/owner of Frankenstand Powered Speaker 
Stands. He is currently the president of the San Diego Chapter of 
theADJA. 
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What this tells me is that I had better have a copy of "Harlem 
Shake" in my library because somebody is going to ask for it. 

The new rap song "Thrift Shop" by Macklemore and Ryan 
Lewis (about shopping for deals) has stayed solidly in the top 
five since January when it was number two on the Hot 100 chart. 
Three months later (March 30th) it reached number one on 
Mainstream Top 40, number one on the Hot Breakout 100 and 
number two on the Hot 100 chart. Needless to say it's a hot song 

Other noteworthy recent hits include the return to the charts 
of Justin Timberlake, with his January 13 release of "Suit and Tie." 
Joining Timberlake return to the charts after a long hiatus was 
Destiny's Child, with "Nuclear," which hasn't held up as well. "Suit 
and Tie" is holding firm in the top five songs on the international 
charts as well, 

Britney Spears'successful lists of hits continues with "Scream 
& Shout,” currently sitting at number eight on both the Hot 100 
and Breakout Hot 100 and internationally in the top 10. 

Also hovering around the top 10 songs on numerous 
US charts is the former alternative hit song "Ho Hey" by the 
Lumineers, which is number one on Hot Rock, number four on 
AduItTop 40 and doing even better internationally. 

Other charts worth a glance include Hot Latin songs, espe¬ 
cially if you DJ in the western states. Holding firm at number one 
is "Limbo" by Daddy Yankee. And in Latin Air Play "Zumba" by Don 
Omar has been sitting at the number one spot for four weeks. 
If you play country music, Blake Shelton's "Sure Would Be Cool 


If You Did" has held the number one County spot for six weeks. 

By the end of March "Daylight" by Maroon 5 is shinning 
brightly at number one on the Adult Top 40, number two on 
Mainstream Top 40 and number four on Hot 100 Airplay. 

Bon Jovi is holding strong with the number one album "What 
About Now"and the title track is charting well outside the US. 

After studying the past three months of weekly music 
charts from around the world I would feel confident playing the 
following songs: 

• "Harlem Shake" - Baauer 

• "Thrift Shop" - Macklemore and Ryan Lewis 

• "Gangnam Style" - PSY 

• "Suit and Tie" - Justin Timberlake 

■ "Scream & Shout" - Britney Spears and Will I. Am 
- "Stay" - Rihanna 

• "Ho Hey" - The Lumineers 

• "Daylight" - Maroon 5 

• "Catch My Breath" - Kelly Clarkson 

It goes without saying that it doesn't matter what songs we DJs 
personally like, it's what our guests like that really matters and 
paying attention to charts is a great way to keep current with 
today's hits and can give us an edge up over the competition. MB 
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RATHER THAN JUST LAMENTING 
MODERN MUSIC, HERE ARE 
STEPS TO MAKE IT WORK 

By Arnoldo Offermanm 


I 


V 




I 

J 




I keep hearing from various DJs about how music is 
gettingworseeveryyear.Sometalkabout talentgetting 
scarce while others talk about the decline of content. 

For example, a Facebook Meme mocks Beyonce for not 
writing all of her own music; yet Elton John owes much of his 
success to Bernie Taupin. Some criticize the last few boy band 
with meaningless lyrics while forgetting that the Beatles started 
off as a boy band with "I wanna hold your hand" repeated again 
and again as a chorus. Now, before you get your panties in a 
wad, I'm not comparing One Direction or N*Sync to the Beatles, 
but I'm just saying to regard Justin Timberlake as untalented is 
nothing short of silly. 

Then of course come the complaints about today's music 
being about cheating, alcohol, drugs, etc. Actually, I think we 
just described country music, a genre that seems to be immune 
to such criticism. Hmm... Maybe the problem is not that today's 
music has changed in message, but just that it has gotten a lot 
bolder. Because Salt and Pepa's "Push It" and Denise Lasalle and 
the Divinyls (you know where I'm going with this) never said 
anything bold...need I mention Clarence Carter? 

My favorite is the opening line to "Greased Lightning:" 

"With a four speed on the floor they'll be waiting at the door 

Arnoldo Offermann is the creator of the video series Master School 
Dances and author of R U Rockin' with the Best?! He has helped 
DJs worldwide become market leaders in school dances. In a soft 
economy flooded with $500 school dance DJs f Arnoldo enjoys 
watching 45choolsOnty yield dances of 10-20x that price tag. Learn 
more about his wildly successful series packed with ideas that 
actually work at www.MasterSchoolDances.com. 


You know that ain't no s**t we'll be getting lots oft*t!" 

And: 

“You know that I ain't bragging she's a realp**y wagon” 

Yes, I agree, with some artists really pushing the envelope, 
it gets harder and harder to prove my case, but when it comes 
to school dances, or even weddings, what makes "Greased 
Lightning" safe to play, while "Baby Got Back" is too question¬ 
able? I pick on school dances mostly because weddings are 
more varied. Every couple has different tastes and requirements, 
whereas schools ask for the same thing: Clean and filtered lyrics. 

HOW WE ROLL 

However, perception is key here. The rap game has been painted 
with such a negative light that it raises flags more than any other 
genre would. Case in point, the same administrator who told me 
not to play Flo-Rida's "Whistle" was the same one who asked us 
to play country songs that talked about drugs, whiskey, booty 
calls, etc. Ok, that makes a lot of sense. Better yet, since when did 
"Barbie Girl" become appropriate to play at events for students 
younger than high schoolers? Has anyone actually read the lyrics 
to this song? I love "Barbie Girl," but the lyrics alone are just... 
wow. 

I'll say it again: Perception is key. You can fight perception 
with perception. 

At a school dance, the number one key is music content, 
then grinding. In my Master School Dances videos, I discuss 
why music doesn't have as much influence on grinding as what 
people think; this leads music content to be the #1 concern DJs 
should have at a school dance. You need to let the administration 
be aware that you know their concerns, but that one has to be 
realistic about it. If we were to remove every song that contained 
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a reference to drugs, alcohol or 
gettin' some, we'd be traveling 
back to 1955...No, wait, the 50s 
had references to sex, too. Darn. 

Again, I am aware that "Good 
Golly, Miss Molly" is nowhere 
as bad as songs with verses 
such as "Almost drowned in the 
p***y, so I swam to the butt" 
but you still get my point. 

With that being said, I will 
never make the promise to 
keep songs with those refer¬ 
ences off the playlist. It's just 
not possible. Not to mention, what may seem mild to one 
person could be devil worshipping to the next. Instead, I tell 
my schools that I play squeaky clean edits that remove the 
entire offensive phrase, plus filter the heck out of the content, 
and add a bit of interaction to keep them from shouting out 
vulgarities. 

After all, no one said "Man, 'Get Low' got me horned up, 
let's go make post-prom bang-a-rang." 

PRACTICAL SONG MAGIC 

Now that I've ranted sufficiently, let's talk about how I filter/ 
clean songs. 

First; Get clean edits. 


make some noise!” Yay—no 
swearing out loud! Do NOT 
shout "Let me hear you" 
as that'll encourage them 
to amplify the offensive 
words. 

Sixth: Use the beatgrid. 

Just in case the song isn't 
edited to your tastes, hit 
some crazy effect to help 
cover up the inappropo 
stuff. 

Seventh:Think variety. 

In my experience, admin hates hearing one after the 
other after the other of the same genre. I think if a DJ 
played country music with the same content one after 
the other after the other, they'd tell you to curb that, too. 

Mix it up a bit, as there is still plenty of clean-to-begin- 
with music around and you should have no issues. 

And as I have said many times before, the most important 
part is rapport. The admin and teachers have to know that 
you are the music professional and you will find the balance 
between making the students happy but still maintaining school 
standards. If you do not establish that rapport, then they will 
have no reason to trust you. MB 



Sign up for a music pool that has squeaky clean edits. 
Prime Cuts and Promo Only are always top choices 
amongst many DJs. I remember when "Hollaback Girl" 
first came outthe radio would play "this sh- is bananas..." 
which was a really poor edit. PrimeCuts came out with 
a super-clean version which made it very obvious "hey, 
this is a dean edit!" I saw that they released the "Britney 
Britney''editof "Scream & Shout" so you're not having to 
hit the beatgrid button every time Britney sings her two 
prominent words on that song. 

Second: Choose clients wisely. 

My admin expect clean and filtered music. They are 
realistic. They're not expecting Footloose (the concept) 
or the students dancing 5 feet apart from each other. 
We aren't miracle workers and the state of music has 
been the same for decades. 

Third: Skip it. 

If a song is too filthy and you feel uncomfortable playing 
it...just SKIP IT. 

Fourth: Edit it. 

Worried about a verse that's bad? Really, just skip that 
verse. Or edit out the whole line. Or mix out. It's not 
rocket science here. I know one or two good songs that 
got ruined by ONE verse. That verse gets cut. Period. 

Fifth: Distract! 

Worried that the students will scream "Britney B**ch" 
during "Scream & Shout?" Then shout something else! 
I shout (if syllable count matches) "You are now rockin' 
with CraziAce and insert SCHOOL NAME HERE]!'' If that 
doesn't fit, it's something like "If you're feeling good 



IDBILEBEAT.COM «= MAY 2013 


51 







L ike so many mobile entertainers, DJ Kelly Elliott 
never intended to make a career of DJing. But events 
conspired to bring out her inner MC and mixmaster, 

complementing her long-time love of dancing. Mobile Beat 
publisher Ryan Burger spoke with DJ Kelly about her career and 
her perspectives as a female DJ in the male-dominated field of 
DJing. 

Ryan Burger: I'm here with DJ Kelly Elliott; djkellye.com is 
where you can check out more about her. Kelly, tell me a 
little bit about how you got into this business. 

DJ Kelly: Well, it was kind of a fluke actually. I was a dance 
teacher for years. And I kind wentthrough a life change when 
things happened personally. And started going out singing 
karaoke to kind of keep myself busy and out of trouble. And 
discovered that I enjoyed that very much. I befriended the 
DJ. He started asking me to fill in for some of his gigs. And 
discovered that I had a knack for that as well. And when life 
changes, I decided that I wanted to change my career. And 
just kind of fell into DJing from there. 

I started doing karaoke gigs and regular DJ gigs. And it 
has kind of grown in Boston from there. Retired from being 
a dance teacher, and now being a DJ is all I do. 


R B: Dance teacher..,so you have a better perspective on 
actually having some range of movement and being able to 
do the stuff, unlike most of us...You can actually move on the 
dance floor. 

K E: Absolutely. Yeah. I've been dancing since I was four. 
There was a kind of a natural-born entertainer in me. I would 
dance in the living room for my family and friends, and 
things like that. And as I got older I decided that I wanted 
to pursue that as a career. I had my own dance studio. And 
taught jazz, hip-hop, creative movement, and ran the gamut 
of that for about, I don't know, 23, 24 years. And then I fell 
into the disc jockey thing. And have really enjoyed that. 

I've been a DJ for about 13 years now, and it's funny how 
the cycle is coming back around into the dancing. I've always 
danced as a disc jockey. I go out and dance with people at 
the different functions. They'll always drag me out on the 
floor because they see me dancing behind my booth having 
a good time. And so I go out and dance with them a little bit 
and then come back and finish doing my thing. But dancing 
with kids has kind of come back into my life again, which is 
really nice, because I was missing it. And I work with ages 
three and up through high school. 

I'm working doing outreach programs in daycares, doing 
creative movement, dancing bubble parties and doing 
enrichments, and everything. So the spectrum just keeps 
increasing, which is nice. 
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R B: Well, it sounds like you really enjoy the events that are 
more "all-ages" than just a club where they're all 21 to 25. 
You want to have everybody involved in the whole night. 

K E: Absolutely. 

R B:H ow would you describe yourself? 

K E: I' m approachable, first of all, very approachable. I always 
have a smile on face. I'm easy to talk to. And I have a certain 
amount of confidence in myself. So when I walk into a room 
my head is held high. I make eye contact with people. And I 
think that allows them the opportunity to feel like they can 
come up and talk to me as well as I can approach them. And 
I'm very open to meeting all different kinds of people in all 
different walks of life and all different types of events. I just 
look forward to meeting people. 

R B: I understand you participated in the female DJ get- 
together at MBLV17 last February in 
Las Vegas. How was that experience 
for you? 

K E: Oh, it was absolutely fantastic. 

The very first year I came to Mobile 
Beat was three years ago. And we 
had an informal meeting of female 
DJs. We would just get together and 
talk about female issues as being 
DJs and what it's like to be out in 
the entertainment field as women. 

We decided to form a group at 
that meeting. They decided to call 
it FEM, which is F-e-m, Female 
Entertainment Meet-up, which is a 
Facebook group. And anyone who's 
in the entertainment business that 
is a female can join the group and 
participate in discussions. 

You can bounce ideas off of each 
other. And see what's going on in 
the different markets of the country. 

And just troubleshoot things. And 
just have some great discussions. 

And this year Mobile Beat put us on 
the actual schedule, gave us a con¬ 
ference room, gave us a forum to 
be able to really have a scheduled 
advertised meet-up, and it was 
great. We had two dozen women 
in there, as well as a few men who 
have females in their groups and 
came in. We had some really great 
discussions. And I hope that moves 
forward with Mobile Beat because I 
think it's a great avenue for women 
to be able to network. 

R B: Those guys that were in there 
were trying to understand the lady 
disc jockey vs. their average male 


disc jockey. What can you say to the male DJ majority out 
there about how to work with female disc jockeys in a more 
cohesive way? 

K E: Well, I think they should treat us as equals, for one thing. 
There's a certain stigma that comes along with it—you know, 
that maybe female DJs don't know as much as a male DJ. 
And I think that women are very capable and very intuitive 
about what's going on with music, and what's going on with 
the venues and the crowds that they work with. You know, 
as a female DJ I think that one of the things that I bring to 
the table is the female perspective. Like if I'm dealing with a 
bride, I've been a bride. I've planned a wedding. I know what 
the dream was growing up and how I wanted it to be for my 
wedding day. 

And to have that same compatibility with the bride that 
you're talking to, you know what she's thinking. And what 
she wants to bring to her special day. Where males (as 
grooms) are usually seen as not as involved in the process 
of putting the wedding together and things like that. So I 
think that that's a unique thing that we bring to the table is 
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kind of the same mindset as 
the bride's. 

R B: Oh, I can understand 
that completely. For our DJ 
company we hired a female 
sales person. Yes, us guys 
can do our best to connect 
with the ladies who are the 
primary person planning 
the wedding reception, 
but you can't beat the 
"real thing," The conversa¬ 
tion is a lot more genuine 
when she’s asking about 
your dress, and she's asking 
about your colors because 
of the excitement behind it. 

So understood completely. 

Tell us a little bit about your market Where are you with 
the other DJs in the area? Do you network them? What's the 
whole vibe like? 



K E: I bring my JBL EON 
12-inch speakers. They're 
light enough for me to be 
able to handle carrying on a 
regular basis. I work on the 
laptop, so I'm not carrying 
CDs or anything like that. 
I'm all-digital. So my music 
and karaoke libraries are all 
on hard drive. So literally 
I walk in with about three 
bags, I'm very lightweight. 
And very portable. So I can 
roll in pretty easily. Some 
of the equipment is very 
large and very heavy. And 
I found something that's 
very powerful in its ability to put out sound, but lightweight 
enough so that I'm not breaking my back when I'm trying to 
do my work. 


K E: The market is very diverse in my area. I would say I am 
mid- to upper-level in the market. I market myself that way 
mainly since I am a female DJ. I am unique compared to a lot 
of the other DJs in my area. I'm really trying to move further 
into the wedding and corporate markets. I do a lot of private 
clubs and that type of thing. So I just set the standard for 
myself and then I go out and find the work that accommo¬ 
dates that standard. 

R B: That makes perfect sense. And I'm guessing you don't 
have any intentions of having other people working for you 

unless they're really matched up with your style. 

K E: Exactly. Yeah. Exactly. I do network with a really great 
group of DJs called SNAP DJs, It's Southern New England 
Association of Professional DJs. They're out of Rhode Island. 
And I travel a couple hours to actually to go to their meetings 
because they bring in great speakers. And they're great for 
bouncing off of each other. We're not in direct competi¬ 
tion with each other. So we can really have open and frank 
discussions about how to 
approach different things. 

And again, that's another 
Facebook group that I'm 
a part of that I absolutely 
love. And it's SNAP DJs. 


R B: So how about the 
gear side of things? You 
mentioned earlier that the 
guy DJs don't think the 
ladies can handle the gear. 
Tell us what kind of stuff 
you're working with. What 
do you bring to an average 
show? 


R B: It sounds like you keep yourself very active. How many 
jobs are you doing in an average year? 

K E: An average year? Geez, I never really have thought 
about it. I work about three times a week. 



R B: Is there anything else that you would like the disc 
jockeys reading and listening to this to know about DJ Kelly 
Elliott? 


K E: Just that I try to be as genuine as possible when I'm 
dealing with clients. I want to bring fun to the events. And 
that I am professional in every aspect of the business that 
I can possibly do. I want to provide quality entertainment 
and have a superior performance every time. And the 
attention to detail, working closely to ensure that all the 
formalities of their day or their event are met with profes¬ 
sionalism and class. 


R B: If Kelly sounds like 
somebody readers want 
to network with, the 
best way to catch you, I 
assume, is just check out 
djkellye.com. Or find her 
on Facebook or check out 
one of those networking 
groups. Let's get one more 
plug out there for them. 

K E: FEM, which is Female 
Entertainment Meet-up, 
which is all-female group. 
And then SNAP DJs, which 
is Southern New England 
Association of Professional 
DJs. 
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Unique Yet 
Familiar 

By Ryan Burger 

D uring the 25+ years that I have been a 
DJ, and especially for the 15 of those 
years that I was doing weddings every 
weekend, I would regularly be handling 
sound for the wedding ceremony as well, 
An easy service add-on, it began as a free 
upgrade, but soon became a common 
$1O0-$35O upgrade. 

In those ceremony situations, about 
half the time the bride and groom would 
want the traditional "Bridal March," "Canon 
in D," "Jesu, Joy of Man's Desiring," or 
something similar, and it would just be all 
about picking the right version. Many times 
we would also use contemporary music 
for either the entrance or the recessional, 
sometimes using something fun like "This 


Will Be (an Everlasting Love)" by Natalie 
Cole, "I Say A Little Prayer" from My Best 
Friend's Wedding , or the like. Many times 
the couple would have found something 
unique that worked well just for them. 

Now I have a CD to play for the couples 
that are looking for something more tradi¬ 
tional-sounding, but not over-used. 
Written and produced by RJ. Mitchell, 
a DJ from Burnsville, Minnesota, it is 
called A Wedding By The Lake and is 
published by Burnpark Publishing. 

The tracks are matched specifi¬ 
cally to certain parts of the wedding. 

As RJ. says, "Every bride I ever met 
wanted her wedding to be unique, but 
they still walk down the aisle to 'Here 
Comes The Bride.'" As an alternative, 
he offers his track "White Lace" to the 
bride. Other tracks on the disc cover 
the seating of the mothers, the reces¬ 
sional, and the entrance of the bridal 
party. 

Beautifully orchestrated and recorded 
by a topnotch string quartet, harp and 
flute, the music sounds similar enough to 
the traditional fare that people know that 


it's wedding music, but not so close that it 
sounds like the same old thing. 

I highly recommend that DJs pick 
up this CD or buy the download through 
www.aweddingbythelake.com to add this 
"different" option to their offerings. You can 
sample all the tracks through the website 


and either buy the whole collections or just 
individual tracks for $0.99 each. The full CD 
is $ 16.99, while the MP3 download of all the 
tracks is $12,99. MB 
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M ark Wilkins of DJ Trivia has been in the DJ game 
for a while, and recently debuted his network in 
order to facilitate the fun for trivia-loving audiences 
all over, and the entertainers who serve them, 

Ryan Burger, Mobile Beat’s president and publisher, tracked 
Mark down to find out about his DJ career and what led him to 
create DJ Trivia. 

Ryan Burger: Mark, if you could introduce yourself and tell 
us a little bit about how you got involved in this whole thing 
and why you created DJ Trivia. 

Mark Wilkins: (In old-timer accent) 5ure, Ryan. I appreciate 
that. Back in my day we started with 8-tracks, vinyl records... 


R B: Go way back.Tell it right. 

M W: Come on. That's how it started for you, wasn't it? 

R B: I started with one vinyl turntable, one CD player, and 
one dual cassette deck that was a little bit off on its speed...I 
know you've been doing the DJ thing just as long as I have. I 
guess the big battle is, how do you get more than just Friday 
and Saturday gigs? 

M W: Well, to truly know the history of DJ Trivia, I think we’d 
have to do an hour show. We could make that hour very 
entertaining; I don't think that's what we've looking for. 

I grew up in my parents'electronics shop and later went 
into broadcasting, and l thank God for that time because it 

taughtme so much. During 
that time l DJ'd and MC'd 
for various events, eventu¬ 
ally moving on and starting 
a full-time entertainment 
company, believing in 
quality so much. With this, 
my business expanded to 
include DJs, MCs, inflat- 
ables such as bounce 
houses, game shows, 
lighting, carnival games, 
face painters—and that list 
goes on and on. 

...All of those items I 
just mentioned have one 
commonthread. Forthe most 
part we're always having to 
seek bookings on a consis¬ 
tent basis to see that return 
on investment generate 
revenue. This is exactly 
why I created DJ Trivia. It's 
designed to give you that 
mid-week recurring revenue, 
week after week, month after 
month, year after year. 
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R B: Tell people a little bit about what you're looking for out 
of the DJs that are out there, why they should affiliate with 
DJ Trivia. 


u * 


antastic, And how many affiliates are you currently 


orkinq w ;+k7 


Zf 
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M W: Roughly 30. 


M W: Well, since our nationwide launch at Mobile Beat Las 
Vegas three years ago, we're on target to be in over 300 
venues nationwide this year. That's just incredible. It's hard 
to believe. 

We've seen many variants of trivia out there. Trivia's been 
around since the dawn of time. It seems like we crave to quiz 
one another. What makes DJ Trivia so unique? We at DJ Trivia 
know what people want. It's like they say, "Rome wasn't built 
in a day." We've just completely immersed ourselves in this. 
We've poured our hearts and souls into DJ Trivia. 

Heck, I remember going out 15, 20 years ago with my 
clipboard in hand, taking polls, collecting data. I think 
maybe I even had a Palm Pilot in there somewhere... 

We still collect data today, but we have a plentitude of that 
human element. You know, without that human element we 
would all just crumble. And it seems a lot of times, though, 
people don't actually get our concept until they see it. But 
when they see it it's almost like they have that a-ha moment 
and their eye light up. It's incredible. 

R B: So the best way to see what the whole concept is 
some of the video content online, seeing another affiliate 
doing a show, or talking in detail at one of the national DJ 
conferences, especially our own in Vegas each year. 

...You said what, 300 venues nationwide you're up to? 
M W: Yeah. We'll easily topple 300 this year. Yes. 


that run it. Tell us 
partner. 

M W: That's an interesting story because we go back to 
the Mobile Beat show in Las Vegas. I was actually there 
with a friend of mine from back home. I'm originally from 
Michigan, and I've been in Georgia now for almost as 
long as I grew up back there. 

We were at the Mobile Beat show and we actually ran 
into Dave, my partner for DJ Trivia, there. The following year 
we're walking on one of the crosswalks out there in Vegas 
and I see this guy, and we're like, hey, I know you. Well, this 
relationship just continued and it's blossomed over the 
years. Dave and 1 are great friends; we've become wonderful 
business partners and this relationship has just forged 
ahead. It's awesome. 

R B: Oh, absolutely. Fantastic. So I know you've got an inter¬ 
esting style to you and it sometimes comes out in the trivia 
that you write. Tell us about how your trivia's built up; how 
it's much more than looking up questions on the web.Tell us 
about that side of things. 

M W: Sure. Content...Many times you walk into a restaurant. 
Just like you say, you'll see a host frantically pulling cards out 
of a box; or better yet you'll see him typing in and looking 
up off the Internet. Oh, my goodness; I can't imagine that. 
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Yeah, We write all original content using facts. 
Fact-checking is very, very important to us, as is 
that element of humor. We love to have fun. We 
love to interject a little fun into our games here 
and there. And many times we include facts on 
the screen for not only our players and guests but 
also for the hosts themselves, so they could sound 
a little more intelligent as they're delivering that 
content. It's kind of an IQ bounce for all the hosts. 
It's awesome. 

R B: It's sort of like the guys are making AlexTrebek 
look smart. You and your staff make the average DJ 
look like they know it all. "Here's an extra little fact 
about..." "Now, let's play a song that has something 
to do with that." 

Tell us a little about the technology. 



M W: Sure. The DJ Trivia host interface that was designed to 
be very clean, very simplistic, and gives the trivia host the 
ability to acquire their game in a matter of literally seconds. 
We've taken input to improve this and we're going to 
continue to do so on a regular basis. 

An area that we're actually currently working on to roll out 
and update is our affiliate management system. That gives 
our affiliates the functionality to manage those hosts, lead, 
games, advertising; the ability to run multiple reports. It's 
awesome. It's cool stuff and it continues to get better. 

As far as a host goes, let me go back to that for a second. 
If they're out there—we were just speaking of content a 
moment ago—if we make a clerical error, we can press a 
button here at headquarters and they'll receive an update as 
to, “Hey, you need to update your game, There's something 
we made a mistake on."That doesn't happen very often, but 
we want to make sure we get our facts straight. 

R B: Yeah. I've experienced that before...And often it's not 
that the answer was wrong, but maybe there was another 
answer that was also right. 

Is there anything else that you want the DJs out there to 
know about DJ Trivia, about Mark, about Dave, about advice 
for their whole business. 

M W: Sure. Well, I can tell you first and foremost this is a very 
personal endeavor for us. Call me a little bit old-fashioned, 


but we still believe in that old thing called the American 
Dream—owning your own business. 

A while back one of our affiliates called us and said he 
was quitting his regular 9-to-5 to fulfill his dream to go out 
full-time with his DJ business. The reason he was able to do 
that was that he secured several venues with DJ Trivia. A 
friend to us at that very moment said, "Scary, isn't it? You're 
changing lives." It was at that very moment everything truly 
sunk in, That means a lot to us. 

R B: Oh, yeah. I love being self-employed, and anything that 
can help people to enjoy their passion of music, of DJing, of 
trivia and being an entrepreneur and an entertainer at the 
same time is worth looking at. 

So if people want to find out more about DJ Trivia, 
obviously you can visit the DJ Trivia gang and network with 
a bunch of the affiliates at the Mobile Beat Las Vegas show 
coming up next February. But if they want to track you guys 
down, how should they get a hold of you? 

M W: Sure. If you'd like to check us out, by all means. I know 
many DJs, they're going to say, hey, I'm going into wedding 
season, i got this going on, I have this going on. Hey, we 
completely understand. 

Just food for thought here. We have 15 to 20 venues for 
one affiliate. You think, "They have 15 to 20 venues going on 
per week?''That's just per week. They don't have to re-book 
those. They book them one time and they're recurring, 
all the time. And most of them also have weddings, 
uplighting, game shows, photo booths, and all the 
other going on. 

So feel free to contact us by going to www.DJTrivia.com 
and clicking on the “business opportunities" tab. There's 
info along with a video to check out there. 

R B: Very cool. So DJTrivia.com. Check them out at 
Mobile Beat and get a hold of them right away if this 
sounds like something that's interesting to you, as heir 
network is growing quickly. MB 
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Infected with EntreLeadership 

(I’VE GOT A FEVER AND THE PRESCRIPTION IS MORE DAVE) 

By Ryan Burger 


B ack in October 2012, I 
got fully infected with 
EntreLeadership. Not just touched 
by the message from one of 
America's most trusted financial 
experts, but fully “resistance is 
futile”-style infected. What follows 
is the build-up to the event, my 
experience of that week, and more. 

So, what is EntreLeadership and who 
is Dave Ramsey? EntreLeadership is a 
program ofThe Lampo Group, lnc„ owned 
by nationally syndicated radio talk show 
host Dave Ramsey. He can be heard on the 
radio in over 500 markets and his is the 
most widely distributed privately owned 
syndicated talk show. For the last 20 years 
he has been helping people with their 
financial lives and doing it al! while being 
a morally strong, savvy businessperson. 

EntreLeadership is an intensive, infor¬ 
mational, multi-day business conference 
providing "practical wisdom from the 
trenches," as opposed to dry, not-so-useful 
business school learning. The knowledge 
gleaned from this experience is the kind 
you can use right out of the gate, and is 
meant to be reviewed regularly to make 


sure you are still on the right path. But I'm 
getting ahead of myself; back to the story. 

GETTING THE WORD OUT 

In the last four orfive years, Dave has started 
teaching others outside of his company 
what has made his company so success¬ 
ful, and published the first of an intended 
series of books called EntreLeadership 
last year. (I got it the first day it came out, 
and have since given copies out to all my 
employees, and many other people!) The 
in-person teaching takes place at what is 
called the EntreLeadership Master Series; 
events have been held at Caribbean all- 
inclusive resorts, Disney World and other 
cool locales, generally for a week. 

When I heard about this opportu¬ 
nity, I jumped at it. At a cost of eight to 
ten thousand dollars for the week, my 
wife thought I was crazy, but I signed 
up to be at the next Orlando Disney 
EntreLeadership week. With two months 
to go before the event, I started preparing 
right away. My experience before I even 
got there was fantastic, with reminder 
messages, "homework" and more sent to 
me on a regular basis. But once I got there 
I was blown away. 

After arriving at the Orlando airport, 
riding in arranged transportation with 




other attendees, and pulling up in front 
of the Disney Swan and Dolphin, we were 
immediately greeted by hotel staff and 
Dave’s Lampo Group representatives. 
They offered a drink, a snack and more 
while waiting in the short line for hotel 
check-in. 

Reflecting upon this wonderful 
treatment while relaxing in my hotel room, 
i realized they were "practicing what they 
preach" in terms of customer service— 
the emphasis on being a "servant" to the 
customer. 

On Sunday night, a basic social was 
scheduled, along with our first lesson 
on what it meant to be an EntreLeader, 
Meeting Dave and his wife Sharon was a 
treat, of course, but the experience was 
just beginning. 

DEFINING MOMENT 

The first lesson on being an EntreLeader 
is something you need to hear for 
yourself to really experience (and you will 
have that opportunity at MBLV18). An 
EntreLeader is a true Leader—a person 
who rules, guides or inspires others—and 
an Entrepreneur—person who organizes, 
operates and assumes risk for a venture. 
Combining the two of them makes it '"the 
process of leading to cause a venture to 
grow and prosper." 
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Ideas for what I would do at home in my 
businesses were already flowing through 
my head, even as I crashed for the night. 

THE WEEK BEGINS 

Monday's sessions kicked off after 
breakfast, with topics like "Start with a 
Dream, End with a Goal," "Flavor Your 
Day with Steak Sauce" (on time manage¬ 
ment) and "Business is Easy... Until People 
Get Involved." After about seven straight 
hours of learning with a only a break for 
lunch, I was again overflowing with new 
business ideas. At this point I had already 
decided that Jake Feldman, my partner 
in BC Productions, needed to attend 
something like this as soon as possible, 
but more on that later. 

At a networking mixer that evening, 
I learned that Dave and his crew enjoy 
their cigars. This was great up-close time 
with him and his people, and I continued 
soaking in ideas (writing the notes on 
napkins when I ran out of paper), and 
enjoying the scene outside of one of the 
most beautiful hotels I've seen. 

Tuesday's sessions focused on 
people, "Map to the Party” covered rela¬ 
tionships with other companies/clients/ 
vendors, and "People Matter Most" was 
about working with your crew, building 
loyalty and unity. "Show Me the Money” 
covered compensation and "Caught In 
The Act" covered recognition. 

THE DJ CONNECTION 

For DJs it's mostly about service when 
it comes to interacting with clients. The 
seminars also left me contemplating the 
idea that Mobile Beat is in the business 
of serving DJs with information and 
resources to improve their businesses. 

The last full session of the day was 
taught by Chris Hogan, who is our keynote 
presenter at the 2014 Mobile Beat DJ 
Conference (see sidebar). And I was thor¬ 
oughly impressed with him. Later in the 
week, I would also get to hear Jon Acuff, a 
member of Dave's crew, who wowed the 
audience at the last Mobile Beat Vegas 
Show as keynote. 

RUNNING THE NUMBERS 

On Wednesday, "Mastering the Rope" was 
all about delegation and was followed 
by "Financial Peace for Business” and 
"Reading the Numbers" (on account¬ 
ing). "Financial Peace for Business" is 
an offshoot of Dave's radio message on 
using bulletproof principals for money, 
debt and finding your future. He built 
his business "empire" completely without 


debt over the last 20 years and has had 
amazing growth in the last 10 years, since 
he has started his national brand. These 
classes built on personal finance classes 
I had already experienced back home, 
and have also, in turn, taught to others. 
Some phrases that have stayed with me 
are, “Borrowed money drastically increase 
risk,"and “Be generous with your products 
and services to the community and your 
team." 

It's worth noting that each day for 
the 15-minute breaks during the classes, 
we were treated to a themed snack such 
as "movie theater" fare, with pretzels, 
popcorn, candies and soda. (Look for extra 
touches like this to start cropping up at 
future Mobile Beat conferences!) 

WRAPPING IT UP 

Thursday's offerings included "Outside 
Looking In" (on vendors), "Taming Paper 
Tigers" (on contracts) and "Death of a 


Salesman" (no notthe play, but a fresh take 
on sales). This last one was the strongest 
presentation of the week for me, as it 
showed how to be a servant, not a sales¬ 
person. Takeaways included "Serving by 
describing the benefits, not the product" 
and remembering that "a great salesper¬ 
son serves someone through the process 
rather than pushes." While I've always 
used a soft-sell technique, it’s gotten even 
easier as I’ve acted on this idea. 

A favorite topic of mine, marketing, 
was in the spotlight on Friday, with 
sessions like "No Magic No Mystery" and 
"Ad Nauseam.” While it started out with 
basic stuff, it added a lot to my view of 
each marketing step. 

Friday also featured a Dave Ramsey 
Show live broadcast, where I had the 
pleasure of being the first question on the 
show. At this point I don't even remember 
what it was, but just being there and being 
part of it, after having listened to the show 

hundreds of times, 
was just amazing. 
The night/week 
wrapped up with an 
amazing event that 
I won’t give away 
in case you end up 
going to this confer¬ 
ence yourself. 

SEPARATE TIME 
WITH DAVE 

Through the week, 
attendees can 

arrange for time 
with Dave, his other 
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speakers, or any of the staff of Lampo 
Group. I personally got to have extra 
time with several of his staff and was 
thrilled with how open and approachable 
everyone was. Because of demands on his 
time, Dave is a little tougher to catch, but 
he will give you his time and me gave a lot 
of direct advice concerning my business. 


competitors, ideas and more. It was an 
amazing experience. 

OK, I'M HOME-NOW WHAT? 

First thing was reconnecting with my 
family, then it was time to organize my 
notes and make plan of attack. One of the 
first things i did was get Jake scheduled 


to go to the EntreLeadership Performance 
Series, a slimmed-down version of the 
event, with a fewer classes crammed into 
fewer days, 

Jake Feldman, Technical Director of 
Mobile Beat and Partner in BC Productions, 
on his experience at EntreLeadership: 
"It was a business-changing and a life¬ 
changing experience. EntreLeadership 
reinforced beliefs I had held about 
business and instilled philosophies that 
are tried and true, by one of America's 
best run companies—the Lampo Group. 
It re-charged my spirits and increased our 
profits based on the motivational and rein- 
vigorating push presented to attendees." 

As we continue to work on implement¬ 
ing the EntreLeadership concepts, we will 
also share more related material in future 
issues of Mobile Beat. And I believe 
that this EntreLeadership message that 
infected me last year is something the 
DJ industry needs...and Mobile Beat is 
going to be the venue, at next year's 
MBLV18 show. Check out updates at 
MobileBeat.Com. MB 
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T ime for another edition of the DJ Toolbox, where entertainers 
share the tools that help them achieve success. Although the 
focus here is on actual gear, you can see below how some DJs take a 
broader view, listing their persona! skills as tools as well. If you want 
to share yours, please send us descriptions of your tools, how you 
use them, and why they are essentia! equipment for your business. 


GEOFFREY SHORT 

Dj GEOFFREY SHORT • FT. LAUDERDALE, FL 

A few things I can't live without when it comes to DJing: 

iPad - Not only do I copy all event timelines into my iPad so I'm 
not handling clumsy paper, but I also have backup software like 
the DeeJay app on it as well as backup music, set lists, etc. I use 
the Office Documents app on my iPad to organize the timelines 
(color-coded agendas highlighting people's names, special 
dance songs, etc.). You can look so much cooler holding an iPad 
than thumbing through pages of paper. I also use it show clients 
photographs, videos, testimonials, etc. as I'm meeting with them 
ahead of time. An invaluable tool! 

Camera - Not only a great self-evaluation tool (I record my 
announcements to study what I can do better), but obviously a 
great promotional tool too. I use a Canon Rebel T2I DSLR that takes 
beautiful stills but also HD video. Never leave home without it. 


GEOFF CARLISLE 

JAMM ENTERTAINMENT SERVICES 
BIRMINGHAM, AL 

Vonage - We actually have 2 separate lines on our 2 line phone. 
When clients call it rings line 1 (if busy rings line 2). If no one 
answers in 3-4 rings it rolls over to my cell phone. Still if unable 
to answer it is forwarded to the voicemail. Once someone leaves 
a voicemail it emails several of us at once to let us know that we 
missed a call and that email includes a transcript of the message. 
That email can then be forwarded to the appropriate person to 
call them back 


Gig bag - Any good gig bag will do, but I love the Gruv Gear 
Stadium Bag. I have everything in there from headphones to 
aspirin to backup CDs, cables, etc. It's great because it has shelves 
that are adjustable and two doors that zip open on either side to 
access them. It's a great bag. 

GPS - Where the hell IS this place? 

Comfortable shoes and aspirin - Yes, they're related. Hours and 
hours on your feet and lifting speakers a million times? HELP! 

Music software like iTunes, Shazam, Spotify, Traktor and POOL: 
all favorite software tools of mine to help find songs you may not 
have on the fly and organize, mix and play the tunes you do have. 


Portfolio is an app that I use on my iPad. It allows me to organize 
pictures and videos into specific folders (Weddings, Mitzvahs, 
Corporate, etc) so I can show the client examples of things that 
we offer. It also allows me to email individual pictures or videos. 

Mailchimp - We create newsletters that can be sent to all or 
certain folders of emails (like a list of brides) that we have 
collected over our 30+ years in the business. Mail Chimp also has 
many other features that can be set up for different campaigns. 

MailStreet - Allows us to set up multiple users so that we have 
access to our Outlook via an internet connection. That way all 
communications, sent emails, shared folders of contacts are 
available to everyone anytime! 

DJ Event Planner (DJEP) is a client management database. It has 
automated emails that can be sent out to clients depending on 
the status (prospect, booked, lost, completed, etc).The web tools 
allow the client to access their personal, event, music requests 
and timeline information 24 hours a day. Access settings allow 
staff members to access information relating to their clients. 
Reminders can be set to contact, re-contact or follow up with 
clients is another feature. There are dozens more features. 

Dropbox is a cloud-based storage service for all of our 
documents, which our office staff has access to anywhere they 
have internet. Sales sheets, marketing schedule, photos, videos, 
etc are all in separate folders and access to those folders can 
be assigned to one or more people. For example, if someone 
is creating an ad for you for a publication, you can invite them 
to have access to your marketing folder that has photos of the 
different services that you offer. 


BILL HERMANN AND JASON JONES 
THE ENTERTAINMENT EXPERIENCE 
THE TWIN CITIES, MN 

Listening - How we listen impacts the success of every area of 
our business and lives. Actively listening to our clients and our 
colleagues creates trust and planned moments that can truly 
touch them and their guests. Our clients trust us to create for 
them because we listen closely to their ideas and feelings and 
then take the kind of actions that demonstrate that we heard 
them and understand them. 

The word "why" - This small word is the most powerful question 
we ask clients. Once we are clear on the purpose of everything 
we do, then we immediately begin to do it better. Because we 
create exactly the kind of experience our client wants to have. 

Creativity - There is so much room to innovate and create new 
experiences at every event with our tools. We strive to make it a 
creative expression of our passion to entertain and engage. 

Love - Loving our clients! Loving our fellow vendors! Loving our 
craft as a DJ and ourselves. Without it we only just mark time and 
wait for the next job. I don't know about you, but I didn't get into 
this because I wanted a "job." 

Integrity - Keeping the promises we make. Doing what we say 
we're going to do. Without integrity for our work, our colleagues, 
our clients and ourselves—everything else just crumbles. 

(Oh yeah, and the new wireless EV microphones are AWESOME!) MB 
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Getting into Shape with ProGobo 

By Ryan Burger 

W e first met David Meister of ProGobo in person at the Mobile Beat Las Vegas 
DJ Show and spent time with him talking about the industry. After five years 
as a DJ end user of gobos for weddings, birthdays and other events, he started the 
company two years ago in order to fill a niche he saw open for a full-service gobo 
supplier that was responsive and inexpensive. Gobo production is an expensive 

business to get into, thus there are 
only a few companies that do it and 
that serve the DJ industry. David 
made the investment began building 
a clientele. 

Previously he had bought 
the gobos from a dealer who had 
them manufactured by major gobo 
makers like Rosco, including several 
DJ stores that work with Mobile Beat. 
His company quickly became known 
in his local area of North Florida, as 
a great source for DJs to get gobos 
made, even providing same-day 
service Word started getting out nationally and ProGobo made its debut on the 
national stage with Mobile Beat back in February at MBLV17. 

Here's an example of the "word" that has gotten out, in the form of a 
customer review sent to us by ProGobo: 

David has provided us with amazing service since we met him in 
February at the Mobile Beat DJ convention. He has been extremely 
helpful with ideas, color choices, font styles and proof requests. Any time 
I have needed to ask a question or place an order, he has answered my 
request within 5 minutes and is always very courteous and professional. 

We have ordered 3 gobos from him since then: 1 glass with a color and 
2 steel plates. The glass gobo was a last-minute decision on our part 
and we just provided him with the wording and design we were inter¬ 
ested in and he styled it for us. It turned out perfect and the client was 
extremely happy. We ordered a gobo through our local dealer the week 
before I originally contacted him and still haven't received it. Wish we 
would have met you guys sooner. Thanks for the AWESOME service! 

So we had to try ProGobo out ourselves.Thus we got a couple BC Productions 
logos done for use at bridal fairs and other events where we are directly 
promoting our company. As you can see 
from the shots here (as projected by the 
American DJ AccuSpot Pro), the detail is 
amazing, even showing the words Music 
- Sound - Lighting - Video that I thought 
would have to be excluded from the 
design due to their small size. 

"The prices are incredible, the 
attention to detail is fantastic, and the 
speed that you can get these things 
really makes for happy clients," according to Jake Feldman, Production Director 
for Mobile Beat and BCP Live Owner/Partner. 

At $69.95 this is a lighting servicethat you can sell to your wedding and school 
clients for $275 to $350—a high-profit piece for our company, and something any 
DJ should be considering offering to their clients. Check out the company website 
or call 800-850-4080 to check on the possibilities. MB 




www.progobo.com 


ADJ Names New Prez 

C huck Davies, founder and CEO of the 
ADJ Group, announced that Toby 
Velazquez has been named president 
of ADJ, Elation and Acclaim Lighting. 
Velazquez, who joined the company 
shortly after it was started in 1985, has 
served the ADJ Group in a wide variety of 
capacities and has made critical contribu¬ 
tions to its growth from a small business 
serving the mobile DJ market to an inter¬ 
national leader in the lighting industry. 

"Toby has been a key part of our 
company from its earliest days," said 
Davies. "He's demonstrated extraordinary 



talent and leadership qualities in every job 
he's done, and his passion for excellence is 
second to none. Based on his abilities and 
track record, I'm extremely confident that 
he's the right person to lead ADJ, Elation 
and Acclaim Lighting into the future.'' 

In recent years, Velazquez has shep¬ 
herded the development of many of 
ADJ's breakthrough products, including 
its LED fixtures, LED video panels and 
the industry's first moving heads to use 
Philips'Platinum MSR lamps. He is looking 
forward to building on these achieve¬ 
ments in the future. 

"Our company has been built on inno¬ 
vation," said Velazquez. "We've made it our 
mission to get to know our customers, 
understand their needs and create new 
affordable, user-friendly products that con¬ 
tribute to their success. This will continue 
to be our guiding philosophy, and we ll 
continue to look for new ways to make us 
even better at implementing it. I welcome 
this opportunity, and I'm thankful to be 
surrounded by such a dedicated group of 
talented co-workers." MB 


WWW.MOBILE8EAT.COM ■ MAY £013 


65 











































New Reasons 
to Believe 

BOSE EXPANDS ITS MOBILE 
PRO SOUND FAMILY 

By Arnoldo Offermann 


Bose LI Model IS 
with B2 Bass Module 
and T1 ToneMatch‘ s 
audio engine. 



I have been using the Bose LI Classic for a while now, 
and while Pve used a myriad of other speakers, 
I keep going back to these time and time again. 

You see, clients don't care about brands of equipment one brings 
but they do notice the Bose brand name.The marketing machine 
that is Bose Labs has worked in my favor. When a client sees brands 
they know for their high caliber, in my example Bose and Apple, 
that high-class image instantly transfers to my personal brand. 

Sweet. But that's not why my company bought the Bose 
system years ago. I, too, was once a skeptic, until Ken Petersen 
set his up in his hotel room at the 2008 Northern Disc Jockey 
Convention. Instantly, I fell in love. Since then, I've used the 
Bose Lis for every wedding and corporate party possible. My 
friend, Cap Capello, Bose evangelist to the DJ world, gave me the 
details about the company's new bass bins, dubbed B2. These 
replace two Bis with a single unit that holds two 10" woofers. 
Th is sounded great, as I used to use a small sub to accompany my 
Bose for Sweet 16s, as well as ethnic weddings. This was no short¬ 
coming of the Bose system, as they do come close to defying the 
laws of physics, but those events required more bass. 

Now, the B2s require LESS setup, and promise more bass, 
casting doubt on the need to drag other subs around. And 
apparently the B2s have a super-neat-o switch that allows you to 
choose the amount of bass produced—a brand new feature. And 
since our original purchase, Bose has come out with a new tower 
speaker as well. My interest piqued, I said, "Ok, Cap, send me this 
new Model IS you keep raving about," 

So a few days later the FedEx guy knocks on my door and 
literally just in time. I had a wedding in two days and I was feenin' 
to try these bad boys out. With more patience than Mother 
Theresa, Cap helped me set these up as he answered every 
question I had. Let's talk about each component: 

First, the overall size of it. The newer, slimmer design is a 
heck of a lot more portable than my classics. While the B2s are 
bigger, thanks to the twin 10" drivers, two will take up a bit less 
room than four Bis, nonetheless. Overall, what makes them so 
portable are the bags. While the B2s come in the same design 
bags as the Bis, the bags for the cylinders and bases are very well 
built, padded, and are easier to carry. I can carry both bases and 
1S cylinder bags in one trip. The bag for the base also holds the 
Tonematch Engine, as well cabling; overall, the mobility angle 
has been VERY well thought out. 

The cylinders themselves are a lot skinnier than the Classics 
or Model Ones. I understand why Model 2 owners love their 
system. The 1S only has 1 2" drivers, but has a theoretically better 
output than my classics, due to more work being done by the B2s 
as well as better specs overall. These certainly were perceivably 
louder, with almost no peaking when pumped up at full volume 
while hyping up on the mic. 

The sound was pristine. Other vendors' heads were turning 
180°s as I played my favorite song during setup: Frank Sinatra's 
"Fly Me To the Moon. 1 ' (I bet you school-heads didn't expect that 
one from me!) It was as if Frank Sinatra was in that room, singing 
a private concert for us. Setting my system to stereo, I couldn't 
believe the full, three-dimensional image I got from this system. 
The B2 bass bin did a lot to help bring Frankie's tune to life. 

In my opinion, this is what a versatile low-range driver 
should be. At low volumes, the bass was still pronounced and 
was perfectly balanced with the rest of the system. This was a 
"perfect audio for dummies" situation. Follow the simple instruc- 
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tions and you get flawless audio reproduction. However, at higher volumes, the bass 
kept up nicely. I had to move the subs to a different position as my needles kept 
bouncing out of the groove. Songs like D4L's Taffy Taffy" sounded like never before 
on this system. Indeed, l put away my secondary sub for an outdoor wedding and 
trusted the B2s to run solo. My instincts were correct, as the bass could be felt, even 
outdoors. It was good enough that the police drove out to the middle of nowhere 
to tell me to turn it down. 

So yes, as the creator of Master School Dances, I officially state that this system, 
standalone, will easy handle a Sweet 16 of the rated size of the Bose system 
purchased. This system WILL handle a Latin or Jamaican wedding where pro¬ 
nounced, but clean, bass notes are demanded. This system reminded me why I fell 
in love with the Bose all over again. A small footprint, elegant design, easy transport, 
and legendary sound are all reasons to love this system. Plus, it looks GREAT next to 
my overall setup. 

The review would have stopped there, but I decided to see what the buzz 
regarding the Tonematch was all about. WOW. Once I plugged in the Ethercon 
cable (basically Cats) I was able to do things I didn't know were possible with this 
system. The cable not only carries presets and a full EQ and array of audio tools 
from the Tonematch to the amp, but also carries sound as well. I was able to save 
different settings for different rooms / scenarios. Heck, I can plug it straight into my 
computer for a backup sound card should my main system ever die. With multiple 
inputs and outputs, it's easy to see that this small mixer / audio management unit, 
which is powered by the amp also via the Ethercon, becomes a powerful tool to 
create a versatile system. We do a lot of rentals for a couple of local hotels; now we 
can send them their requested mics and a Bose 1S/B2 system ready to go, with the 
ToneMatch. 

Whether you are already a Bose devotee or are looking to replace or upgrade 
your current sound system, I urge you to check out the IS (or Model 2, with 24 
drivers) with the B2 bass bins. ToneMatch or no, you will fall in love with your music 
all over again; and isn't that why we do what we do? MB 


www.bose.com 
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Pioneer Controller Could 
Unleash Your Inner Artist 

THE PIONEER DDJ-SX PROVIDES A COLORFUL PALETTE TO MIX WITH 

By Jason Weldon 


L et me start off by saying that the Pioneer DDJ-SX is 
the one piece of gear that many of you have been 
waiting for. And best of all , it’s Pioneer thru and thru „ The 
DDJ-SX Is a controller unit, made to be used with Serato 
DJ, a newer, different version of Serato Scratch Live. I 
couldn *t wait to test this unit out and I think many of you 
will feel the same way once you get your hands on one. 

BASICS 

As I took it out of the box, I couldn't help but notice how compact 
the unit was and that it was chock full of buttons, something 
we all love! The rear of the unit is very well designed. The con¬ 
nections are far enough apart that you can easily connect any 
external components. If you don't have a computer, you can 
connect 4 CD players or 2 CD players and 2 turntables. It has 2 
master outs {XLR and RCA) as well as 1 booth out (RCA). It also 
has 2 mic inputs (1 Vi inch and 1 XLR-1/4 inch). All connections 
seem to be built well and ready to handle road abuse. 

The front side of the controller has a few basic connections 
as well. Headphone inputs, (2 of them), your input selectors 
(which include your input for the microphone, so you lose a 


channel for the microphone), crossfader curve that is set by you 
and not a predetermined switch (something I love) and the touch 
sensitivity for the hot pads. This was a great idea and something 
I really liked. 

The rest of the unit is designed with the interface of Serato 
DJ in mind. There are buttons galore and at first glance, it was a 
little daunting to imagine I would ever get familiar with them all, 
but after a day or so, I felt right at home. If you are thinking about 
using the DDJ-SX, I would suggest you become pretty familiar 
with Serato, as this unit is obviously aimed at the DJ who uses 
that as their main platform. 

The unit itself takes after a Pioneer's CDJ and a DJM lines. 
Each side looks, acts and feels just like a CDJ. All the same 
buttons, all the same concepts, just more tightly designed. The 
mixer almost felt like a DJM 900, with all the key buttons in the 
right places. 

This unit allows you to control 4 decks on Serato DJ, which 
is just sick! You have so much control and so many options to 
play with, it seems like anything is possible. Each deck corre¬ 
sponds to most of the features you would use in Serato, You have 
all your effects and depth control on the top of each platter. All 
the typical controls of the CDJ series are still there, except for 
the loop function, which I would have liked to have seen stay 
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put.The platter is a little loose, but has a good feel to it. It is also 
a little larger than most CDJs, but not as big as the CDJ 2000's. 
Quick access to all the key functions is easy, and all the buttons 
feel good. There is a solid construction aspect to this controller. 
My overall favorite feature is the "slip" function. This allows you 
to control the track in any way that you want and when you are 
done (say scratching) it starts where the song would have still 
been playing. An awesome function. 

EFFECTS 

Where this unit really turns it up a notch is with the effect pads at 
the bottom. There are 8 separate pads that allow you to control 
hot cues, rolls, slicer and sampler. As I said before, there is a sensi¬ 
tivity knob on the front of the unit that allows you to adjust how 
hard you have to hit each pad. Each is easily marked and quick 
to find, I noticed that I wasn't using all the pads the way that 
they were designed by Pioneer, so I was able to re-map them to 
my liking, but the fact that the pads where there made life really 
simple. My only suggestion would have been to put them on the 
top of the unit, since most Serato guys are always reaching up to 
control those functions on their computer. The loop function is 
also really easy to work with. It sits just the side of the pads and 
is simple to use. 

The mixer was spared no expense as well. The only 
complaint I have is about the faders. The crossfader is smooth, 
but the channel faders are a little tight. For non-scratching DJs, 
you wouldn't even have to worry about that, I am just a stickler 
for faders that are as smooth as butter. 

On top of each channel you have a load function which 
makes loading the tracks simple. In the middle of the mixer at 
the very top, you have a selector knob, as well as a back button 
and load prepare button. This makes searching for a song and 
selecting/preparing a song super easy. The only thing you would 
have to actually do on your computer is type in the song, other 
than that, you can do everything else on this unit. 


You have easy access to instant doubles on top as well, a 
function that I thought was really nice. Each channel on the mixer 
has a 3-band EQ, separate trim and full low/high pass filter (every 
DJs 1 dream). The middle fader is the separate control volume 
for the sampler. I really liked this concept, because I use a lot of 
samples and I always seem to have a problem with getting the 
volume just right. Master volume, booth volume and headphone 
volume are all right in the middle of the mixer, where they should 
be. They are easy to find and somewhat by themselves so your 
fingers don't have to fight to get to them,The mixer area is really 
where most of the loading/searching work is going to be done. 

IN USE 

I used this controller for at least 10 hours in practice sessions 
and then deployed it for two different events. My best advice 
would be to practice with it first. It takes some time to get used 
to where all the buttons are and what they do. This would be a 
hard piece to use the first day you get it. Since my first thought 
was to always to reach for my computer, I had to keep reminding 
myself "I can do that on the controller!" After taking the time to 
learn the board and re-map a few things to my personal prefer¬ 
ence, it became easier and easierto use. It is easy to carry around, 
takes up small footprint and can have you spinning in no time. 
Serato DJ is also very easy to navigate as well. There won't be 
much of a learning curve if you have used Scratch Live before. If 
you haven't, it'll might take a few extra hours to get used to. 

All in all, this would be a great choice for anybody who is 
looking to go the controller route. It would be great for any event 
that you would do, even a demanding night club gig. Yes, even 
a night club. The DDJ-SX has so much depth that the more you 
practice with it, the more it unleashes your creativity. MB 


www.pioneerdj.com 
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Morphing Formats 

By Richard McCoy 


"T" his time around I will detour from the usual 

I technical topics to one more directly related to 
the issue focus, in this case, music. Among the many 
things I’ve learned during my 47 years as a DJ is that 
the music we play is the most important thing (next 

to customer service) we have the offer our clients. 

Almost since its inception, Mobile Beat has provided the DJ 


performed. It also denoted most-requested songs a DJ received 
from audiences. While the list may have reflected the tastes in 
different parts of the country, the overall selection was accept¬ 
able in all areas of the country. The list represented the current 
taste of music at that time. 

CARRYING THE TUNES 

Those of us who participated in the early days of mobile DJing 
will remember a large number of boxes and crates we carried that 



community with a list of the most-requested 200 songs of that 
year. I have found that the selection of songs has been a very 
accurate reflection of the songs most people enjoy dancing to 
at that time. These lists have become a cornerstone in my music 
selection at many different types and styles of events. From 
weddings to fund raisers and retirement parties, the Mobile Beat 
200 has been a mainstay among my music playlists. 

Many songs have endured the test of time and maintain top- 
requested status regardless of changing styles, often staying in 
the top 20 of the list for many years before dropping off. These 
are songs that people enjoy dancing to, no matter what their age 
group or the type of event. 

Originally, the annual poll was taken from DJs across 
the country and reflected their playlists for the events they 


Richard has been an electronics hardware/software 
engineer in Silicon Valley for over 45 years , and is 
listed on several patents. During that same time, he 
has also operated as a mobile DJ, doing more than 
4000 shows. Richard has contributed fo the design 
of chips , graphics cards, audio and video systems, 
computers, and even satellites, as well as DJ lighting 
and sound equipment, while working for companies 
like Fairchild, Acer and Atari. 


contained our supply music. In an attempt to satisfy our clients' 
requests, we tried to carry as many records (vinyl) as possible. 
During those days, I used mostly 45s and a few albums and 
cassettes. I would carry as many as 10 boxes or approximately 
1000 songs. Moving the crates required a lot of work and would 
often clutter the small play areas I had to use. 

With the introduction of the Compact Disc (CD), the 
volume of music I carried increased while the weight decreased. 
Compilation CDs appeared which included many of the popular 
songs of the time. This reduced the total weight and simplified 
building playlists. Still, there was a higher cost and limited avail¬ 
ability of some songs on the CD format. The big break came 
when I purchased my first CD writer drive and software for my 
computer. This allowed me to transfer many of my records onto 
CDs. I invested a lot of time producing my own compilations in an 
effort to reduce the amount of material I carried and to increase 
the number of songs I would have available at each show. 

Following the progression of the music industry into the 
CD realm, equipment manufacturers began to produce a wide 
selection of dual-disc, professional CD players. This enhanced the 
DJ's ability to provide the superior service and performance that 
our clients demanded. As many DJs began the conversion from 
records to CDs, there appeared several sources of quality compi¬ 
lation CDs targeted at the DJ market. 

The music contained in these collections provided the DJ 
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with the essential and most requested songs to date, along with 
specialty songs and some sound effects to enhance their perfor¬ 
mances. I found myself relying upon these collections of CDs for 
much of the music I played. However, this did not address my 
needs for the most current titles.To solve this problem, I joined a 
subscription service that provided me with monthly, up-to-date 
music so I could keep current. 

The overall effect of the CDs was a reduction in the size 
and weight of the music carried, while increasing the number of 
songs available to play.The problem still (as before, with records) 
was to locate a particular song at any given time. I addressed this 
problem by assigning a unique number to each album, 45 and 
CD I had, and then entering that information into a database on 
my early computers (1984-style). From the database, I was able 
to produce a large list of songs and a location where they could 
be found for quick access. This allowed me to find a song on a 
"moments notice" and play it to delight the client. The database 
also enabled me to produce a compact list which I shared with 
my clients in advance, so they could make a list of requested 
songs. 

THOUSANDS OF SONGS, VIRTUALLY 

It wasn't long before the computer became an integral part of 
the modern DJ system. From my past articles, you'll note that I 
have converted all my music to MP3 files for computer playback. 
My current library consists of about 90,000 songs, along with 
about 20,000 videos and 12,000 karaoke songs. The advantage 


of this system configuration is that I only have to carry a very 
small variety of CDs to use as emergency backup while I have 
the instantaneous ability to play almost any song a guest may 
request at any time. Add to that the ability to simultaneously 
download songs via the Internet, and 1 can play almost any song 
ever recorded. Modern technology has allowed the contempo¬ 
rary DJ access a nearly unlimited library of music they never had 
before. 

The Mobile Beat Top 200, now compiled and provided by 
DJ Intelligence from millions of requests made to DJ services 
via the company's online tools, has always been and will remain 
an integral playlist in my arsenal. For the audience and shows 
I perform, the songs listed in the Mobile Beat Top 200 have 
always been the most desirable and danceable songs. I now 
have a playlist for the Mobile Beat Top 200 set in my computer 
for instant access. I have set my computer to "autoplay" these list 
from time to time while I attended two other chores, Over the 
years I have received many compliments from my audiences for 
the selection of music I've played, based upon the Mobile Beat 
Top 200. I believe that every DJ should make sure to have all 
the songs from these lists as part of their music libraries. They 
only take up a small amount of disk space on your computer. 
Depending upon your audiences, you may or may not play them 
at a particular event. However, when you receive the inevitable 
request for one of these tracks, you'll be glad to have the whole 
list on hand. MB 
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Marketing Multiple Skill Sets 

A PACKAGE DEAL ISN'T NECESSARILY THE BEST APPROACH 

By Jim Papa 


O ver the years I have had success as both a DJ 
and a singer. I have been blessed with two 
distinct talents that allow me to enjoy my work, 
make people happy and experience music and 
dance in some form, almost every day of my life. 

PACKAGE DEAL? 

When I first started out, I focused on the DJ/karaoke business 
but all of my marketing materials including my website and 
business cards also mentioned that I was available as a singer. 
It seemed reasonable to me that marketing both skills together 
would enhance my chances 
of getting work. I didn't know 
it at first but this also tended 
to confuse people. Promoting 
multiple skill sets can be a 
real challenge, After all, most 
clients expect their DJ to be 
a DJ. Along the same lines, 
a client who hires a singer 
doesn't expect him to finish a 
song and then DJ a set or two. 

I finally realized that I 
was confusing people when 
l mentioned to a client who 
was looking for a DJ for a 
basic party that I was also a 
singer. As a live performer 
I would sing a few songs 
during her event. The conver¬ 
sation suddenly went from 
asking where to send her deposit to "I'll get back to you. I need to 
ask my husband." After a few days she told me that she had hired 
another DJ. In time, you learn to see, through voice inflection 
or body language, when a sale is turning one way or the other. 
Looking back, I am certain that I blew that sale because I told 
her I was a singer. Most people have an idea of the type of party 
they want in mind. I didn't realize it at the time but she couldn't 
care less about my singing ability. She told me that my rate was 
a bit higher than my competition. She just assumed that I was 
charging more because I was going to sing. Why should she pay 
more for something she felt she did not need? Even worse, she 
may have had visions of lip syncing or of an American Idol-style 
reject ruining her celebration. 

So, it became clear to me that including this or any other 
skill as an option would at times be a negative. Eventually I came 
to the conclusion that even though there may be times when I 
could combine both talents, I should market my skills separate¬ 
ly. Now I have separate marketing materials and maintain two 
different websites, (jimpapa.com and magicalmusicusa.com) 
Th is helps me promote myself to specific clients and works much 
better. 


THE DELICATE ART OF SELF-PROMOTION 

We sometimes can get caught up in the moment when we try 
to promote ourselves. We often walk a fine line explaining why 
clients should go with us. It is always a challenge trying to convey 
to people how good, talented or experienced you are without 
sounding like you're bragging or that you are full of yourself. This 
is a rare skill and not easy to do. No one ever promotes them¬ 
selves by saying that they are average or inexperienced, Of 
course, it is much easier if you have a third party like a manager 
to help, but this is not an option for most of us. 

As DJs we know how frustrating it can be when people 
come up to us at social events and ask us what we do for a 

living. The average person 
can not understand why we 
would choose to do this and 
sometimes questions our 
ability to really be happy, let 
alone successful. They often 
leave you with the impression 
that they feel sorry for you. 
Of course, most people don't 
realize how much hard work 
it takes for a DJ to become a 
success. 

Nowadays, when people 
ask me what I do for a living I 
make sure that I don't confuse 
them. If I meet them during 
a show where I'm perform¬ 
ing as a singer I usually don't 
mention that I also operate a 
DJ company. If they see me 
performing as a DJ I let them 
know I can handle any type of event but I don't start out telling 
them that I am also a singer. If their questions lead to a meeting 
about a gig, or if there is real interest and the conversation points 
to it, I may give them more details, but I am very careful not to 
complicate matters and confuse them. When the event is over or 
if they bring it up, it is much easier to let them know more about 
me. 

If you are a musician or other kind of entertainer who also 
happens to include DJing in your repertoire, should carefully 
consider how you market your specific talents. Don't try to be 
everything to everyone. Get the most out of your efforts by being 
aware of yourtrue talents and market your skills accordingly. MB 


A born performer, Jim Papa has been singing since age eight and in 1996 f began 
Magical Music Entertainment o karaoke/DJ entertainment business based on 
Long island, in 2001 he decided fo live out his dream and made Magical Music a 
full time venture. Since then he has entertained at hundreds of weddings, private 
parties, fund raisers and more. Today he sings and entertains at over two hundred 
events a year and has become one of the area's most requested entertainers. 
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Yes, now you can get 20 years of Mobile Beat—that's more than 125 issues— 
all in a searchable archive on 2 DVDs. Previously selling for $20 each, now 


the pair is avails bit 


2'disc 


Mobile Beat was founded in 1991 and has been the mobile DJ industry's 
primary info source since then. It contains 20 years worth of DJ informa¬ 
tion, including interviews with industry leaders, reviews of the gear that has 
made DJing possible (it's fun to see just how far we've come!) and a wealth 
of wisdom on performing, business and more—much of which is timeless. 

This is an incredible deal on two decades of content from the original DJ 
"media outlet." But this is a limited-time offer, so DON'T MISS OUT! 
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Brides Love Social Media 
...But They Hate Your Tweets! 


WHAT NOT TO TWEET AND POS 


FACEBOOK 


By Stephanie Padovani 


B rides use Faeebook and Twitter every day while 
planning their weddings, making it a logical 
choice for marketing to them. Unfortunately, the way 
most DJs use social media is working against them. 

BRIDES ON SOCIAL MEDIA 

At last check, there were 1,459,740 engaged females age 21-32 
on Faeebook in the US, and according to Faeebook, each user 
spends an average of 55 minutes there every day. 

Twitter is used by 16% of the population, and the largest 
group consists of minority females age 18-29 residing in urban 
areas. 42% of these users useTwitterto learn about products and 
services. (Pew Research Center) 

Why aren't these brides finding you? 


You have to build a relationship and earn your followers' 
trust before you can promote your business without driving 
them away. 

#2 - Random, personal or uninteresting 

(to the bride) posts 

If your latest update was, "Rockin' out at the Lonestar Grill 
tonight!" you are not engaging your audience of brides. 
Does she really care that you're hosting a rollicking night of 
karaoke with a bunch of drunks? 

Don't post what you ate for lunch, where you bought 
your khakis or your latest fight with a neighbor, because 
brides don't care. If you want brides to pay attention to what 
you have to say, you'd better be talking about a topic that is 
interesting to them. 


GRIM SOCIAL MEDIA STATISTICS 


#3 - Posts for the wrong audience 


71% of tweets get NO response. (Sysomos) 

Only 16% of Faeebook posts are even seen by 
fans, and most have an average engagement of 
0.2%, meaning less than .002 actions per fan. 

(Fan Page Karma) 


Most DJs have a bad case of G.A.S.—Gear Acquisition 
Syndrome. Hey, I love you for it, but don't post a gallery of 
your new gear photos! Other DJs will be excited, but brides 
will be bored to tears. 

#4 - Spam posts on other people's walls and pages 


If your social media activities aren't sending you leads, you are 
probably guilty of one or more of these social media sins that 
drive brides away. Let's take a look... 

FOUR BREEDS OF TWEETS BRIDES HATE 

#1 - Constant self-promotional posts 

If you're blatantly promoting your business on social media 
every day, it will not lead to more booked weddings. At best, 
you'll be ignored. At worst, you'll be unfollowed and the 
bride will dick "Hide from News Feed" on Faeebook so she 
never sees your posts again. 

Self-promotion must be done sparingly on social media. 


Stephanie Padovani is a blogger f writer ; wedding entertainer 
and business coach. She and her husband, Jeff are the 
dynamic husband-wife duo behind Book More Brides, 
the # J online resource for transformational marketing 
strategies for the wedding industry. Visit BookMoreBrides. 
com to be entertained and empowered with tow cost f 
effective marketing strategies and powerful "anti-price 
shopper'" communication techniques that don't require 
sleazy sales tactics or fighting to get the price you deserve. 


This is the worst bride-hated offense of the bunch. 

If you are advertising your business on someone else's 
Faeebook page or wall, not only does it turn brides off, it 
alienates those potential business partners. 

Never promote your business on someone else's page 
unless you have explicit permission to do so. This is wall 
spam, plain and simple. It's as tacky as handing out your 
business card to the guests at your best friend's wedding. 

SOCIAL MEDIA BRIDE ATTRACTION 

If you want to attract brides on social media, you need to post 
information, resources and inspiration that are interesting to 
them. You need to know your audience, what they are interested 
in and then talk about those topics. 

What are young brides going to be interested in? Wedding 
ideas, inspiration, tips and resources. If you're not sure what brides 
are into these days, check out BrideTide'sTop 100 Wedding Blogs 
list for inspiration. 

Stop posting stuff brides hate and start posting the stuff 
they love instead. Here are some actions you can take today to 
get started. 

Make a list of topics your brides are interested in, including 
wedding and non-wedding hobbies and interests. Post ONLY 
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If your social media activities 
aren’t sending you leads... 




about those topics from now on. 

Earn the interest and attention of brides by sharing valuable 
tips and ideas before promoting your business. Post seven infor¬ 
mational, resource posts for every one self-promotional post. 

Engage brides by asking provocative questions and posting 
photos that give them an opportunity to share an opinion. 



Follow and "like" other popular wedding pages, then share, 
retweet or comment on their posts. You'll get exposure to their 
audience of brides and build relationships without spamming. 


Share posts and photos about your own weddings. Your 
brides and grooms will be so excited to see you bragging 
about them that they will share, like and retweet to everyone 
they know! 


Social media marketing can be an effective way of 
engaging and attracting those couples who are planning a 
wedding, but only when you're posting stuff they care about. 
Know your audience, find out what they love and talk about 
it. Don't take my word for it; when your posts and tweets get 
shared and commented on by your target audience, you'll 
know that it's working. MB 



WWW.M08ILE8EAT.COM ® MAY 2013 


7b 


S ON BUSINESS 











FOCUS ON BUSINESS 


P J 

A 


Dave Says... 

By Dave Ramsey 



Dave Ramsey is America's trusted voice on money and 
business. He's authored four New York Times best-selling books 
Financial Peace, More Than Enough, The Total Money 
Makeover and EntreLeadership. The Dave Ramsey Show is 
heard by more than 5 million listeners each week on more than 
500 radio stations. Follow Dave on Twitter at @DaveRamsey 
and on the web at www.daveramsey.com. 



or Your Calling? 

Dear Dave, 

How do you know when you've found your true calling 
when it comes to your job or your business? 

Matt 

Dear Matt, 

I've met a few people who've had a spiritual experience 
in this area. Something has happened, almost like they 
were struck by lightning, and they knew what they were 
supposed to do with their lives. This isn't the normal way 
people come to realization about their futures, but it 
does happen from time to time. 

I believe this kind of revelation usually starts out 
as a simple idea that grows into a job, and maybe into 
a career or business. Then, it evolves over time into a 
calling. That's how I stepped into what I'm doing today. I 
can't honestly tell you when I started on radio, or began 
writing and teaching, that I knew it was God's purpose for 
my life. But I felt the weight and the drawing of it, almost 
like a magnetic pull. 

I've been doing it for 20 years, so it definitely evolved 
over time into what it is today. And I'm positive it's the 
reason I'm on this planet! 

- Dave 

_ J 
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Keys to Successful 
Consultations 

G CARE OF THE DETAILS CAN ADD UP TO MORE SALE! 

By Joe Bunn 


I n this article, I would like to recap what I discussed 
at MBLV this past February. Oftentimes as DJs, we 
are bombarded with advertising folks telling us how to 
get the phone to ring or our inboxes to “blow up”, but 
what do you do once the bride and groom agree to 
meet with you? What is your game plan? This is ours. 

Unlike some companies, we do give out pricing up front. I'm 
sure this is controversial to some DJs out there, but we do a large 
volume of weddings each year and it is easier for us to go ahead 
and weed out "tire kickers” this way. At the end of this pricing 
email, it basically says, "If you would like to move forward with a 
consultation, please". If they email back to arrange that, then they 
are what we call a "hot lead" and are "qualified", in other words, 
they are completely comfortable with our pricing. At that time, 
the lead is sent to the DJ and they sell it. 

BEFORE THE MEETING 

There are several keys to having a successful consultation. Let's 
start with some things that we do BEFORE the meeting starts. 

1. Attire - Make sure that you are dressed professionally. 
Now this doesn't necessarily mean a suit. If that's what 
you're comfortable in, rock it! For us, that's a little too formal. 

I prefer my DJs in our company polo shirt and either nice 
jeans or khakis. 

2. Tools - We have three key pieces that we take into each 
and every meeting. 

a. The Meeting Recap Sheet (MRS) - This is a document 
that has all of the information that I will need the DJ to 
collect so that I can send out a contract. Their names, 
address, email address, wedding date, price quoted, 
etc. 

b. The Bride Book - This little booklet is only given 
out to couples that come to meet with us in person, 
never at wedding shows or anywhere else. It basically 
is the written version of the PowerPoint/Keynote 
presentation. 

c. The PowerPoint/Keynote Presentation - This is the 
backbone of the meeting. Basically, it is your road map 
to getting through the meeting, staying on track and 
answering their questions before they even ask them. 

(I would be glad to share with you what ours look like 
if you email me at info@bunndjcompany.com.) 

AT THE MEETING 

So now that we have talked about what to do before the meeting, 
let's talk about what to do AT the meeting. 


Before the guests arrive: 

• Have some low music playing 

• Have all of your paperwork ready, and all A/V gear set up 
and on standby 

• Set the lighting so that it's not too dark or too bright 

• Make sure you have all of their basic details in your head- 
names, wedding date and maybe the venue. 

Once the guests arrive: 

• Offer them a drink. We have a drink machine in our office, 
but have also done bottled waters with our logo on the 
label, or even stadium cups that they can take with them. 

• Make sure they are comfortable! Ask if the temperature, 
lights, etc. are OK. 

Now you can use your "tools" we talked about above. 

■ Collect all of their information on your Meeting Recap 
Sheet (MRS) 

■ Walk them through your presentation (preferably on an 
external large screen or projector) 

■ Allow them to ask questions during or at the end 

■ Close with "Can I send you a contract?" 

■ Don't hard sell your clients, people hate that! 

If you don't close at the meeting, don't freak out! Sometimes, 
only the bride or the groom can make it to the meeting and 
they want to go home and talk about what you taught them. Or, 
other times, the bride may not be able to make a big financial 
decision without first consulting her parents (that are paying). A 
day after the meeting, follow up with a nice, short one paragraph 
letter stating how happy you were to meet them, maybe recap 
a few notes from the meeting, and say you would love to work 
for them. This is often the final professional move that they want 
to see for them to say "Send us the contract!". Good luck this 
wedding season, and happy booking! MB 


DJJoe Bunn has been rocking events for the past 
26 years . 15years ago, he went at the DJ business 
full time , starting with a couple of DJs and rapidly 
growing his mufti-op business to 18 DJs. Now, Joe 
Bunn DJ Company does almost 700 events each 
year. Joe has won industry awards from ISES, 
NACE and other wedding organizations r as well 
as many "Best in Show" bridal show awards. 
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Daily Routine 

30 E^ERy DAY TO BUILD ATTRACTION ANE 

By Jeffrey Gitomer 



P ERSONAL REALITY: You wake up, shower and shave, 
or put on makeup, brush your teeth, and comb/fix 
your hair (if you have any). Every day like clockwork. 
Those are personal habits. Rarely (if ever) missed. 
What about business habits? Personal, business habits? 

BUSINESS REALITY: Do you have the same consistency in your 
daily business habits? And I wonder how many of your daily habits 
take the long-term view. Or are you just trying to make sales to 
make quota? Big mistake. 

I want to talk about one element of your personal business 
habits: Your personal outreach, your daily outreach, that builds 
attraction, personal brand, authority, known expertise, recognition, 
position in your industry, Google rank, social media presence, top of 
mind awareness, and reputation. Oh, that. 

Sounds like a LOT of work. But actually it takes LESS time than 
your morning bathroom routine once you're set up and rolling. And 
these are habits that create attraction. Real attraction. 

The cool part is it costs (almost) nothing. All you have to do is 
allocate the time, and (most important) commit to DAILY OUTREACH. 

Here's the master list of available resources that you must 
employ and deploy: 

• Linkedln. Your prime professional outlet for finding, attract¬ 
ing, building, and staying in touch with business connections. 
OUTREACH: Be personal and creative. Don't use the lines and 
messages provided by Linkedln - use your own words. Post 
something of value, and ask your connections to share it with 
THEIR connections. 

* Facebook, A place to create one-on-one dialog with 
customers - especially by responding to their praise and 
concerns. OUTREACH: Post positive service stories and videos. 
Respond to issues within two hours. 

* Twitter. 140 characters that put your character on public 
display. Make every character count. Have something 
profound to say that your followers would be compelled to 
send to THEIR followers. OUTREACH: Tweet a value message 
at least twice a day. One that your followers would find inter¬ 
esting enough to re-tweet to THEIR followers. The object 
of Twitter is to be re-tweeted by your followers, thereby 
exposing you to new people (customers). 



Jeffrey Gitomer is the author of twelve best-selling books, including 
The Sales BibleandThe Little Red Book of Selling. He just published 
two new sales books, available exclusively on Amazon's Kindle: 
Win Now! and The Sale Re-Defined. They will change the way you 
think and sell. His website, www.gitomer.com, will lead you to more 
information about training and seminars, or email him personally at 
salesman@gitomer.com. 


■ Blog or personal website. A starting place, a landing place, 
and a jumping off place for stories, ideas, opinions, photos, 
videos, training, and anything else your customers or 
followers would find BOTH interesting and valuable. On a 
blog you can mix business and personal, as long as it's not 
offensive. Your posts can be subscribed to and delivered by 
email. OUTREACH: Blog with a minimum of a weekly, if not 
daily, post. You have unlimited space for text, photos, and 
videos. Your blog is an opportunity for people to realize both 
your intellect and your passion. 

• YouTube, Video is the new black. This is a chance to convey 
messages, training, subject matter expertise, testimonials, 
and offers of value. Your viewers can subscribe, and your 
posts can be cross-pollinated on your blog, your Facebook 
page, and your Linkedln profile. All for the low, low price of: 
FREE. 

• E-zine, A weekly, informational piece that can contain SOME 
promotional material, but MUST have mostly helpful infor¬ 
mation. If you need an inexpensive template and delivery 
platform, go to www.aceofsales.com. 

• Group text messaging. A newer form of communicating to 
customers and prospects that hasn't quite found its way. But 
like all forms of connection, branding, and selling, it will soon 
emerge as a powerful method of "instant offer" and "instant 
information" that, unlike other forms of outreach, commands 
instant viewing. 

I'm offering myself an example of what to do. Everything in 
this outreach formula is based on what I do personally. Study me. 
Emulate me. My outreach is based on value. My outreach is working. 

MY PERSONAL EXAMPLES: On twitter I am @gitomer. On 
Facebook I am Facebook.com/jeffreygitomer. My blog is salesblog. 
com. My YouTube channel is youtube.com/buygitomer. On Linkedln 
search my name: Jeffrey Gitomer. My ezine is published on salescaf- 
feine.com. My website is gitomer.com. 

JUST DO IT: You'd think that with all these career building, 
low-cost or free opportunities, benefits, and life building assets, 
that every salesperson on the planet would be the MASTER of these 
outlets - and you would be wrong - drastically wrong - and most 
likely, PERSONALLY wrong. 

MOTHER GOOGLE: All of your "outreach" builds your Google 
search-ability, ranking, and visibility. The foundation and fulcrum 
point of your reputation rests on Google. Most of the time Mother 
Google is the perfect platform and reference point, UNLESS you try 
to fool her by manipulating your status. 

NOTE WELL: Outreach is a lifetime process. When done well, it 
builds every aspect of your brand and reputation. And over time it 
creates the real law of attraction - a law based on value offerings, in 
spite of what you may have read or heard elsewhere. MB 

© 2013 All Rights Reserved. Don't even think about reproducing this document 
without written permission from Jeffrey H. Gitomer and Buy Gitomer. 704-333-1112 
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Keys to Optimized Branding 

ARE YOUR MESSAGES CONSISTENT AND UNIFIED? 


By John Stiernberg 


I t’s easy to get distracted as you run your mobile entertainment 
business. You are handling bookings and contracts, doing the gigs, 
keeping your music library and equipment up to date, paying bills—it 
never ends. But what about promotion? Many of the industry people 
that I talk to say, "Oh I have someone take care of that for me. I’ve got a 
publicist, graphic designer, and digital media expert handling marketing.” 

It's great to promote, but leaving things to independent contractors may lead 
to diluted or inconsistent brand messages. In addition, your website, Facebook page, 
business cards, and collateral material may make you look like three or four different 
companies vs. one. How can you prevent problems and assure consistent brand 
messaging? Do you need to hire an in-house creative director? Is it going to cost more 
than you can afford? This article addresses these issues and recommends three action 
tips for success, 

THE VALUE OF UNIFIED BRANDING 

We've discussed branding in this series before. Your brand is the symbol of what's good 
about your company. It has multiple dimensions: 1) visual including your logo, online 
graphics, lighting design, and stage sets, 2) verbal including slogans, taglines, and 
copy points, and 3) aural including the depth of your music programming and 
quality of your sound system. 

You may think, "Hmm, I thought my brand was just my logo."The origins 
of branding are in the 19th century and tie to cattle ranching. Yes, brands on 
cattle were designed to differentiate ownership—what a concept! But in the 
21st century, branding strategy and tactics are much broader and a bit more 
complex. 

Here's the point. Unified branding integrates all of your messaging. Every 
visual, verbal, or aural representation of your company needs to be 1) accu¬ 
rately tied to the message that you want to send and 2) consistent so as not to 
confuse your customers. 

COMMON PITFALLS 

Too often in our industry brand messages are inconsistent, overly compli¬ 
cated, and even contradictory. This is almost always by accident rather than 
by design. Here are examples of the mistakes that mobile entertainers make 
unwittingly. 

Generic visual identity. Did you pick the font on your business cards 
when you went to the printer, or did you have a qualified designer create a 
unique logo that is coordinated with the appropriate typeface? 

Undifferentiated promotional copy. Is your website full of over-used 
words like "dynamic, entertaining, and fun", or do you actually say something 
that is more descriptive and inviting? 

Dull or sloppy stage presence. Do you display a banner or mixer rack 
that includes your logo and company colors? Is your stage gear clean and 
in good repair? 

Lack of coordination. Have you systematically looked at all the 
elements of your brand? Do you give consistent direction to your pro¬ 
motional support team? Have you ever met with all of them at once and 
asked them to coordinate with one another? 

Too many changes of direction. Do you change your visual, 
verbal, and aural messaging so often that your customers think you are multiple 
companies? Have you designed a branding strategy that you can stay with over 
time (e.g. several years)? 
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Rule of Thumb: Any one of the above is a potential problem. 
If you are guilty in two or more areas, it's time to make brand 
development a high priority. 

STRENGTHENING YOUR BRAND IDENTITY 

Your clients and prospects want to hire a mobile entertainer 
that they can not only trust to show up and perform, but one 
that they can brag about to their friends (note: referrals...). They 
won't refer a brand that they can't stake their reputation on. This 
underscores the value of creating a consistent and inviting visual, 
verbal, and aural identity. Here are three suggestions for building 
a unified brand. 

Action Tip 1: Do a brand audit. Take a look at your website, 
social media presence, print collateral material, and stage rig 
with an eye and ear for consistent messaging. Note the strengths 
and weaknesses and set goals for where you want to be in three 
years. 

Action Tip 2. Coordinate and direct your team in real time. 
Get your graphic designer and copywriter together in the same 
room (or on the same Skype call) with you. Discuss the issues and 
the need for clarity and consistency. Don't leave this to chance 
(such as asking your publicist to make sure that she is "on the 
same page” with your web designer}. 

Action Tip 3. Create a brand development plan. There may 
be a lot to fix or add—don’t let it overwhelm you. Make a com¬ 
prehensive list of branding projects based on your brand audit, 
Secure cost estimates, create a budget, and put the projects in 


priority sequence starting with the quick wins.This is essential to 
determining what is affordable or not. 

HERE'S THE POINT... 

Your brand precedes you and follows you wherever you go. It 
needs to be protected continuously and enhanced over time. If 
not, your competitors will reposition you in ways that make them 
look better and you worse—ouch! 

Be sure to implement the Action Tips in sequence: 1) do a 
brand audit, 2) coordinate and direct your promotional team, 
and 3) create and implement an affordable brand development 
plan. There are lots of upsides including more and better gigs, 
clear competitive differentiation, and more fun along the way. 

Next time we'll talk about integrating your business operations, 
infrastructure, and support team, In the meantime, best wishes 
for success in mobile entertainment in 2013! IUI 


John Stiernberg is founder and principal consultant with 
, Stiernberg Consulting (www.stiernberg.com), John has over25 

• years experience in the music and entertainment technology 

■rrOf feM, and currently works with audio and music companies 

and others on strategic planning and market development. His 
book Succeeding In Music: Business Chops for Performers 
and Songwriters is published by I lul rotund Hooks. 

John oi 

Facebook. Follow him at h ttp;//twitter.com/JohnStiernberg. 



Ly YOUR SCHOOL DANCE 


pi icimccc cum ii ruvi’T 



Find out more @ MasterSchoolDances.com 
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515-986-3300 x304 
OR EMAIL SALES@MOBlLEBEAT.COM 


COMPANY 

WEBSITE 

PHONE 

PAGE 

A Wedding By the Lake - CD/MP3 

www.aweddingbythelake.com 

- 

47 

Blizzard Lighting 

www.blizzardlighting.com 

■ 

59 

Bose 

www.bose.com 

- 

7 

Cerw in-Vega! 

wwW'Cerwinvega.cotn 

- 

13 

CHAUVET® 

www.chauvetlighting.com 

800-762-1084 

5,23 

ColorMaker 

www.colormaker.net 

407-862-3363 

67 

DigiGames 

www.digigames.com 

888-874-8427 

19 

Divine Lighting 

www.divinelighting.com 

877-406-4557 

17 

DJ Intelligence 

www.djintelligence.com 

• 

55 

EV (Electro-Voice) 

www.electrovoice.com 

« 

11 

1 DJ NOW 

www.idjnow.com 

631-321-1700 

33 

Innovative LED 

www.innovativeledsales.com 

855-303-8100 

49 

Master School Dances 

www.masterschooldances.com 

- 

80 

MB Greatest Hits - Mag Archive 

www.mobilebeat.com/ghsale 

■ 

73 

Mobile Beat How-To Series 

www.mobilebeathowto.com 

■ 

75 

MusicTrends 

www.musictrends.com 

888-621-3535 

59 

Odyssey Innovative Designs 

www.odysseygear.com 

626-588-2S28 

9,31 

Open Airphoto Booth 

www.openairphotobooth.com 

- 

51 

PCDJ 

www.pcdj.com 

877-999-7235 

39 

Pioneer DJ 

www.pioneerdj.com 

- 

2 

Premium Wedding Themes 

www.premiurnweddingthemes.com 

- 

63 

ProDJ Publishing 

www.mobilebeat.com (Bookstore) 

800-257-7635 xO 

81 

Promo Only 

www.promoonly.com 

407-331-3600 

84 

QSC Audio 

www.qscaudio.com 

- 

3 

Stanton 

www.stantondj.com 

- 

27 

Synergetic - LightShop 

www.sdincorporated.com/lightshop 

215-696-7573 

15 

TricerasSoft 

www.tricerasoft.com 

■ 

29,71 

VocoPro 

www.vocopro.com 

■ 

21 



is a spiral-bound book / data CD set 
packed with essential song info for 
DJs. Compiled by Jay Maxwell, 


Mobile Beat's resident musicologist 
and author of his PSWCDT column & 
for almost two decades, the book I 
contains valuable song lists sorted 
by Title, Artist, Category, Year and | 
BPM. As a bonus, two dozen of Jay's 
best MB articles are included. . & 


TODAY'S TOP TUNES * PARTY * REGGAE * 
JUST 4 FUN * LATIN DANCE 1970-NOW 

* VINTAGE GROOVES * CLASSIC ROCK 

* NEW WAVE * HIP-HOP * MODERN 
ROCK * FAST COUNTRY * SLOW COUNTRY 

* SLOW SONGS 1955-NOW * BIG BAND * 
AMERICAN SONGBOOK * LIFETIME LOVE 


- 

This could be just what you need t to « 



ORDER YOUR SET TODAY: 

* Go to www.mobjtebeat.cam 
* Click on Bookstore 
* Scroti down, or search 
•Or call 515-986-3300 ext 0 












The Right Stuff 

G THE RIGHT THINGS LEADS TO REAL 

By Jason Weldon 


I was reading an chapter in a book the other day 

and it got me thinking...How much do we actually 
practice? How much do we practice anything that we 
actually do on a regular basis? Many of us might practice 
mixing, or playing the piano, but do you practice 
the things you do every day in your business life? 

I, for one, know that I don't make time to practice the things 
I do on a daily basis. I just don't have the time. I do what I do and 
then move on to the next task at hand. And I know that has to 



change. I generally just get up and do my day. Well, actually, my 
day does me. My day usually tells me what is going to happen. 
And that pretty much leads to the same results from the day 
before, the month before and the year before. Thinking about all 
this made me realize: I have to practice. 

A funny thing happened when I started to work on, or 
practice, some of the things that I was doing on a daily basis. I 
found that I was practicing the wrong thing. Practicing the same 
thing over and over, and getting the same results, and wondering 
why things weren't changing. 

I had to take a good, long look at all the things I was doing, 
and then I had to start to practice doing it a different way. A 
better way. I took some time to write down the things that 
weren't going the way I was planning on them to go. I also wrote 
down the results that I wasn't getting. From this list, I was able to 


pinpoint some of my habits that needed to change. Here are my 
top three: 

• Having too many things to do or accomplish at one time 

• HR or anything related to human resources 

• Accepting certain things that I couldn't change 

I read once that we all have way too many things do. And 
most of those things contribute nothing to help us in actually 
reaching our goals. NOTHING! We simply make them up to do 
them as busy work, because we "think" we have to do them. 
When I really analyzed all the little "to do" things that I was doing, 
—practicing—-I saw that they were taking up way too much of 
my time and causing me to be busy, but in the wrong way. I had 
to start practicing a different way. 

If someone would have told me that a good portion of my 
time running a company would be in HR, l would have taken a few 
more HR classes and a lot more psych classes! I have a hard time 
seeing things through my employee's eyes and I probably always 
will. I have to practice new ways of creating a great environment 
in our company. I know we won't ever have everything perfect 
in HR, but I have to really try hard to learn how to be better at it, 
Practicing it the wrong way could have disastrous results. 

At the end of the day, I usually look back and wonder how 
I could have changed something to have had a different result. I 
worry if I said something wrong, if I was taken out of context, if I 
made a bad impression, etc. I want the outcome to be different, 
but sometimes it just can't be. I have to learn how to accept that. 
Because for the last few years—well, lets face it, all my life—I 
have wanted people to love my company! But the more we grow 
into new fields, the more I have to accept the fact that we aren't 
for everybody. That we won't be the company that gets that one 
bid, or that one phone call or that one key event. And there is 
nothing I can do about it. Practicing this will be hard, really hard. 
My brain isn't wired this way. So each and every day I will have to 
remind myself that I can't make everything better and I have to 
focus on the results we are getting now! 

I imagine that you might be practicing a few things yourself 
that might not be getting you the results you want. Why not take 
some time to really think about what you are doing, and see if 
you need to practice it a different way? Look at it from a different 
angle. Who knows what great changes you might make? MB 


Jason Weldon is a wedding business consultant who 
specializes in smalt to medium-sized companies that want 
to grow their business. His objective is to help guide people 
through organizing their thoughts and laying the groundwork 
for a bettermore successful start up. He currently lives in 
Philadelphia and is also the president of Synergetic Sound and 
Lighting , Inc. and DJ and A/V company. 
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Promo Only OnLine 

iium digital delivery service. 

HP3. M4A. MPEG4. 

ock. Country. Dance. Club. Latin. Intro Edits. More. 



>7-331-3600 

iromoonly.com/pool 
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Easy then. Easy now. 
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